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PPAUL JESBERG, Los Angeles, 
who acted as general chairman of 
the state shoe convention recently 
held in his town, made this obser- 
vation after it was over: 

“To me there was one real domi- 
nant truth which was clearly evident 
all through the convention. The en- 
tire shoe industry needs the support 


of every retailer, every manufac- 
turer and every traveling man; 
while every retailer, manufacturer 
and traveling man needs the support 
of the entire industry. No individual 
or firm is large enough to stand 
alone today.” 
A. J. SLADE of D. H. Holmes 
Company, New Orleans, La., writes: 
“I would like to call your atten- 
tion to a paragraph in your June 
10 issue where the manufacturer 
should make some attempt to move 
away from a fixed retail price. I 
thoroughly agree with you, partic- 
with nationally advertised 
lines, where they advertise the re- 
tail price for so much and then tell 


OVMmate 


| 
LAM) 


the retailer you must pay a certain 
price for the product. 

“This does not fit in with every 
store as they cannot regulate the 
cost of doing business in each store 
and its locality, so why should we, 
as retailers, let the manufacturers 
say you cannot make but 40 per 
cent markup when maybe it cost 32 
per cent to do business. We should 
have more leeway. 

“Keep up your good work—as 
I am sure the average retailer feels 
the same as we do. This also gives 
the manufacturer a protection if 
something comes up where he has 
to make a change in prices.” 








FFRANK C. CARLON of the Wel- 
ker & Maxwell Company, Oil City, 
Pa., says: 

“We heartily endorse your cam- 
paign for more sensible styles in 
women’s shoes that will fit feet.” 


CHARLES HENRY BABER, the 
pioneer in the sale of orthopedic 


(11) 
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types of American shoes in England, 
has resigned from Baber’s Litd., 
London, and bought the business of 
Finley & Baber—16 St. Ann Street, 
Manchester, England—a shop dedi- 
cated to scientific shoe fitting. 

It must be about twenty-five 
years since Charles Henry Baber 
challenged Charles Henry Brown of 





New York to an international debate 
on shoe fitting at the Boston Shoe 
Trades Club. The battle resulted in 
a draw following the first exchange 
of questions and answers: Charles 
Henry Baber of London opened up 
with: “How do you measure feet?” 
Charles Henry Brown of New York 
replied: “Between the heel and the 
ball.” 

C. H. B. of London: “That's pre- 
cisely my belief but I had never 
heard of it before because all fitting 
was between heel and toe.” 

Thus opened a friendship be- 
tween the two C. H. B.’s and Arch 
Preserver entered a long friendship 
end business relationship in Lon- 
don. 





Charles Henry Baber’s letterhead 
bears the seal of a pair of dividers 
aiming at the heel and ball of a 
foot—showing that the principle 
enumerated twenty-five years ago 
still holds true. 

Mr. Baber has never missed two 
irips to the States annually and is 
responsible for much progress in 
foot philosophy between the two 


countries. 
= - _ 


IDR. JOSEPH LELYVELD of 
Rockland, Mass., says: 

“A group of office workers, un- 
accustomed to walking, followed 
these rules at the World’s Fair and 
enjoyed the whole show—walking 
many miles daily without so much 
as a blister or ache to detract from 
their pleasure. 

“When you start out take an extra 
pair of shoes and stockings along 
and change them daily. On retiring 
at night bathe your feet in cold wa- 
ter, then in hot, alternating back and 
forth several times. Finish with 
cold water, dry briskly and powder 
your toes. In the morning powder 
your toes again, also your shoes and 


“If feet or legs ache or tire try 
getting the weight of your body on 
the outer border of your feet by 
turning the toes inward as you walk. 
Lace or strap your shoes comfort- 
ably tight. Wear your stockings in- 
side out to keep the seams from 
irritating the soles of your feet. 
Whenever possible, while sitting 
down, put your feet up on a bench 
as high as possible. This will allow 
the blood to circulate to relieve mus- 
cle fatigue.” 


* * * 


ALEX MUELLER and his equally 
huge brother, Ed., organized the an- 
nual Golf Outing of the Shoe and 
Allied Leather Trades for the Mil- 
waukee district, held recently at the 
Ozachee Country Club close by 
Gilbert’s busy “Kali-sten-iks” plant. 


Some 200 were out for this annual 
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—Senator Bridges of New Hamp- 
shire tells the story of a head-on 
collision thot t+ place on a 
one-track railroad in Vermont. 
The watchman who was on duty 
at the scene of the accident was 
called into the inquiry that took 
place and was asked to tell the 
story of the accident in his own 
words: 

—The Watchman said: “lt was on the 
night of October 22nd . . . | took 
my red lantern from the hook on the 
watchmen's shanty, looked up the 
track and there was 22 coming down 
the track, right on time. Then | 
turned around and there was the 42 
coming down the track twenty min- 
utes ahead of time.” He then hesi- 
tated and the Judge said, “yes, yes, 
go on. What did you do then?" The 
Watchman said, “Why, | went back 
into the Watchmen's shanty, hung my 
lantern back on the hook and said to 
myself—Now isn't that a hell of a 
way to run a railroad!" 

—A shoe manufacturer makes a lot 
of shoes and tries to see how 
cheap he can make them. 

—A retailer buys a lot of shoes and 
tries to see how cheap he can sell 


them— 

—At the end of the year they are 
both in red figures and ready for 
the sheriff. 

—I say to myself—"Now isn't that 
a hell of a way to run a busi- 
ness?” 


SET ig a 


President 





jamboree, including nearly all of 
the heads of shoe factories and 
representatives of ali types of sup- 
ply houses, plus many of the well- 
known tanners. 

Ozachee is a tough course for 
golfers but Don Elliott came in with 
a sparkling 71 or one under par, 
showing it can be done, while W. B. 
Eisendrath, prominent tanner of 
Chicago, played a business man’s 
game at 96. Frank Kelly presented 
some forty prizes at the big wind-up 


dinner. If you want to see the man- 
power of the active shoe production 
in the Milwaukee district, plus a 
good time, get in on this affair next 
year, for Alex Mueller will give you 


the glad hand! 


* oS . 


THE Arrow Shoe Company of 
Frederick, Md., writes: 

“The answer to the wage and 
commission system is to cut off the 
commission and have salaried sales- 
men on the floor—making a living 
wage—thereby creating a perfect 
harmony for the customer.” 


a at * 


SCHWARTZ AND BENJAMIN, 
manufacturers of Customcraft shoes 
for women, celebrated the sixteenth 
anniversary of the business by 
opening their new showroom and 
factory at 842 Broadway. 

“The steady growth of our busi- 
ness, particularly during the last 
two years,” said Benjamin D. 
Schwartz, “made larger quarters 
imperative. In making this move 
we dared to increase our space by 
about 50 per cent because our 


study of business trends convinces 








us that the time is ripe for ex- 
pansion.” The new Schwartz and 
Benjamin plant on Broadway at 
13th Street, occupies 23,500 square 
feet of space. 

“We have planned our show- 
rooms,” said Mr. Schwartz, “to give 
our customers the greatest comfort 
and convenience. With our designers 
in an adjoining room and our 
leather stocks conveniently at hand. 
instead of across the river in 
Brooklyn, we are now prepared to 
work out individual ideas and to 
develop new patterns for buyers 
who come to us with their sug- 


gestions.” 

PATRICK J. HARNEY of the old 
Lynn firm of P. J. Harney Shoe 
Company—and Mrs. Harney had a 
family party at their summer home 















in Intervale, N. H., to celebrate their 
golden wedding. Mr. Harney told 
again the story of how he went 
abroad to sell shoes and was greeted 
in a railroad station in Germany by 
a stranger who spoke to him by 
name. “How do you know my 
name?” queried Mr. Harney. “I 
saw your name and picture in the 
Boot anp SHOE Recorper,” replied 
the stranger—a shoe dealer, who 
later gave Mr. Harney an order. 








BBELLE KANTOR, fashion editor 
of Universal Pictures, says: 

“We've had strong doses of color 
in clothes. Every shade, half shade 
and combination of shades in the 
rainbow has been flaunted since 
early Spring until it seemed that 
women were imitating the startling 
colored plumage of birds in a tropi- 
cal garden. But a transition is 
coming which will swing the color 
pendulum to the other side of the 
picture. 

“All-white is moving ahead with 
the rapidity of a cannon ball. From 
her head to her toes, every detail 
of the well-dressed woman’s Sum- 
mer costume will be of a pristine 
whiteness. Hat, frock, shoes, gloves 
end even costume jewelry, to be 
correct, must be lily-white.” 


EB. JONES of R. W. Thomas Shoe 
Company, Jackson, Ohio, says: 

“We think you are on the right 
track in having one or two sales- 
men on straight salary to fit the 
*hard-to-fit.’ But in our town, a 
county seat town of less than six 
thousand people, the Saturday bus- 
iness amounts to as much as the 
other five days of the week, there- 
fore we must have extra inexperi- 
enced help to take care of the Sat- 
urday business. We try to impress 
upon our customers to do their 
shoe buying the early part of the 
week when service and time are 
_ kot at a premium.” 











BOOT ano SHOE RECORDER, July 8, 1939 


ALERT readers call our attention 
to an editorial error which we 
hasten to acknowledge and correct. 
There never was a time when copy 
reading was infallible but our rec. 
ord has been remarkable over the 
years— with millions of words 
monthly and only now and then a 
misplaced digit. 

A. L. Hershberg, credit and col- 
lection manager of Hy-Quality Foot- 
wear Manufacturing Company, At- 
lanta, Georgia, writes: 

“While reading your article on 
Charlotte, N. C., we note that the 
second paragraph was confusing as 
we never knew of a city that had 
over 100 per cent population, but 
quoting verbatim: ‘68 per cent of its 
population is native whites; 50 per 
cent are negroes; the rest are mis- 
cellaneous.’ I wonder if there are 
any other towns in the country 
whose population is over 100 per 
cent. 








“I had the pleasure of visiting 
Charlotte this winter during the 





Shoe Fair, and as it seemed a nor- 
mal city, | could not figure out how 
it managed to have over 100 per 
cent population, but no doubt the 
miscellaneous was what accounted 
for it. 

“] agree with you that Charlotte 
town is above the average but for 
retail shoe business, Whitehall 
Street near Five Points in Atlanta, 
Ga., no doubt has more retail stores 
than any other the 
country.” 

P.S. What we should have said 
in our Charlotte article was: 68 per 
cent of its population is native 
whites, 30 per cent are negroes and 
the rest—-miscellaneous. 


section in 


@RIS MILLER of Frederick & Nel- 


son, says: 


“Promotion schemes don't go 
over the way they used to. People 
buy fewer shoes now and when they 
come into the store for a pair of 
shoes, they know exactly what they 
want. Fads in shoes don’t sell as 
they formerly did, because a cus- 
tomer used to buy a pair of shoes, 
wear them a little while, throw them 
away and come back for more, but 
now he expects his shoes to wear at 
least six months.” 


































































“Sure, they got a little paper in the soles. But it's the finest grade paper on the market.” 








COLLEGE GIRLS 
KNOW THEIR SHOE STYLES 


Reading clockwise, beginning 
lower left. Monk type in 
grain leather on rocker bot- 
tom last. Buster Brown from 
Brown Shoe Co. Unusual 


lacings on tan and i 
combination in elk. Billiken 


ford from Green Shoe Manu- 
facturing Shoe Co. Mannish 
oxford _in ag! with 


antique” finish. 
Steis Deevers Shoe Co. 


They Still Want Their Saddle Oxfords, But They Also Like Other 
Casual and Sport Typés. The Spectator Pump Is Their Number One 
Choice for Tailored Wear, But They Have a Discriminating Eye for 


Other Patterns and Treatments. 
by ELEANOR M. RUTLEDGE 


ASK the average college girl about shoes these day - 
and you will find her very much interested and with 
some decided opinions of her own on the subject. 
“Oh yes, I just love shoes,” she will exclaim, an: 
launch into an enthusiastic discussion of her favorit: 
styles. 

And here let the unwary be warned. She ma\ 
choose to knock about the campus most days in h: 
dingy saddle oxfords, but she is very alert to othe: 
styles, too, and is trying them out on the campu-. 
A vogue for camp moccasins this past Spring is on’ 
sign of this interest. In the past year she has al-» 


College pennant by courtesy of 
A. G. Spatpine & Bros. 
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tried out the “boat” type with square toe and walled last 
as well as some of the wooden-soled importations and the 
American adaptations of the Dutch rocker bottom soles. 
The excitement over the wooden-soled shoe is pretty 
well over, according te most shoe men. The buyer for 
a store which was a pioneer in importing the wooden 
shoe said recently, “Well, we’re just forgetting about it 
now.” The Dutch influence continues, however, and 
there are a number of popular patterns with rocker bot- 
tom soles on the market. As for the “boat” type, ap- 
parently swagger styles, not clumping ones, are what the 
girls want. Of course, any idea that is “cute” and dif- 
ferent will have a following until another better one 
comes along or until there is a natural reversion to more 
staple types. Girls are always eager to try something 
new, but it is not always so easy to find just the sil- 
houette or treatment that will make a best seller. 
Another style of the past year—the woven shoe— 
which has been popular on campuses this Spring, is ex- 
pected to carry on for early Fall wear. The newest 


Top row, left to right: Spec- 
tator pump with novel treat- 


[15] 


and most interesting idea in many a season is the man- 
nish oxford made of “antiqued” leather. It comes with 
either leather or crepe rubber sole and is something so 
new and so collegiate that there is a possibility that it 
will be more than a passing fancy with the college girl 
trade. 

Another popular treatment of recent seasons con- 
tinues in favor and this is the softie. The stitchdown, 
which has all the casual smartness that girls like, is not 
expected to be as important as in past seasons. It pre- 
sents fitting problems to some retailers and, they say, 
does not keep its shape after it has been worn for awhile. 

Of course, every retailer will include some kiltie 
tongue and ghillie oxfords in his stock. They go on 
from year to year and, especially in the case of the 
kiltie, seem to maintain the same volume interest. The 
buyer who wants to add a novelty oxford to his shelves 
will find a bicycle oxford which may be worth some spe- 
cial promotion. 

Women may have re-awakened—in a big way—to the 


Top row, reading left to right 
—Tailored stepin combining 
smooth and grained leather. 
O’Donnell. Dutch rocker bot- 
tom sole and Dutch heel in 
moccasin type oxford. Flors- 
heim. Bottom: Left—A “just 
like brother's” oxford in 
“antiqued” leather. W eather- 
bird from Peters Shoe Co.; 
Right—Dutch type oxford with 
saddle. Will come also in 
crushed kid and suede with 
saddles in contrasting surfaces. 
Gregory & Read. 


“ 














[16] 


smartness of the spectator pump only during the past 
two months, but the college girl always wants one or 
more of these classics in her wardrobe. This Spring 
she has been buying them more heavily, however, and 
no doubt will continue to do so this Fall. Tan and 
white has always been the first choice in colors, but this 
Summer | have heard girls wailing because the supply 
of blue and white was not bigger. One girl told me 
that she waited a week or two to buy this combination 
and then found that she was too late to get any. This 
same student—in a mid-western state university—asked 
me why the stores had not carried more platform shoes 
in dressy patterns. She said that she and her friends 
were crazy about them, especially red platforms on 
black shoes with the red repeated in a trimming. And 
she is a girl with an unusually good style sense. 


TOUCHES of color are introduced in the Fall shoes in 
stitchings, pipings and bindings, but the trend is more 
often to the use of contrasted surfaces of leather instead 
of colors. Reversed leathers and suede are far and away 
the biggest sellers. Combined with these, alligator 
(calf, usually) is often used as a trim. Some smooth 
leather is also combined with the suede in a large area 
o: simply as a piping, binding or lacing. Now and 
then, a grained or crushed surface of calf or kid is used 
with a smooth finish. 

The favorite color for sport and tailored types is 
brown. For dressier patterns, black, as in women’s shoes, 
is an easy first. Green is reported to be ahead of wine 
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or blue in the small percentage left over after black and 
brown are taken care of. The vogue for plaids in ready- 
to-wear should give some play to green for the casual 
or tailored types, it seems to us. Green is such a popu- 
lar color in some of the best-known tartans. 

As to detailing, smart simplicity is the keynote. Moc- 
casin toe effects are very important for tailored and 
somewhat dressy, as well as sports, types. The peasant 
oxford with side lacing, or the tongueless oxford with 
heavy binding in a contrasting color, are among the 
smartest current ideas. Thong lacings, used on various 
parts of the patterns, and brass eyelets, also have that 
swagger look so dear to the college girl. Another style 
borrowed from men’s shoes is the “spade” sole, illus- 
trated on these pages. The Dutch heel continues, espe- 
cially for shoes with the Dutch rocker bottom sole. The 
perennial popularity of sport and classic spectator types 
makes the question of the open toe and heel much less 
vital than in women’s styles. For dressy shoes the college 
girl will probably follow the current trend to some open- 
toed patterns. 


Reading clockwise, beginning lower left. “Mary Jane” 
pump in allover alligator calf. Collegebred from E. P. 
Reed. “Extension spade” sole and metal eyelets on 
suede and alligator calf oxford. J. M. Connell. Un- 
usual vamp treatment on alligator calf and suede step-in. 
Princess Pat from Walk-Over. Alligator lizard print 
used in novel trimming treatment on suede shoe. Active 
Modern from Selby. Stitchdown in alligator calf with 


suede mudguard trim. Stetson. 
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Merehandising to 


Keep Stoeks 


Mr. Gilman believes in 
showing new shoes some- 
what in advance of the 
season to establish the 
store’s style leadership. His 
wide-angle entrance with 
its staggered window effect 
provides room for several 
promotions at a time 


Clean 


(Good Retail Practice Demands Disposal of Style Shoes Before 


the Public Loses Interest, Long Beach Retailer Maintains 


by HARRY BR. TERHUNE 


Based on an interview with Louis Gilman of the Stone 
Shoe Store, Long Beach, Calif. 


A MAJOR problem of many family shoe stores of just 
when is the right time to clear the shelves of unwanted 
merchandise has been successfully worked out by this 
Long Beach shoe merchant. 

This shoe man does not believe in holding sales just 
hecause it is an established practice at certain periods; 
in fact he considers this to be exactly the wrong time. 
As a consequence, this store has two reasons for pro- 
motions, namely, one, desire to move merchandise, and 
two, promoting new merchandise. 

The number one reason as operated here, has the 
angle of selling shoes that are deemed advisable to clear 
out, when such styles are at their height, even before 
the buying public is conscious of this fact. 

On the other hand, there is no kick to a sale when a 
store operates one just because all the other stores are 


having one. Nearly all stores have the same types at 
relatively the same prices, so the public after the first 
impact of a general sale, becomes more or less listless 
in its response. Such sales, when continued for a 
period, just become a means to supply the public with 
shoes at no profit to the house. Price cutting over a pe- 
riod of several weeks seldom if ever moved more shoes 
than if the shoes had been priced at regular figures. 

When all other stores are having their sales, a pro- 
motion of new goods will really make friends and 
money for the house. 

“Buyers’ mistakes and the sudden dropping off of 
good selling types of shoes is something every buyer 
has to contend with,” said Mr. Gilman. 
chandising practice calls for recognizing such a con- 
dition the moment it occurs, then taking immediate 


“Good mer- 


active steps to dispose of such merchandise. 

“To illustrate,” Mr. Gilman said, “along the first of 
May this Spring, we had a sale for a week. The reason 
behind it being—shoes with open toes and heels had 

(TURN TO PAGE 32, PLEASE) 
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LESS FLOOR SPACE... 
MORE SHOE BUSINESS 


And the Attractively Modernized Men’s Shoe Department of 
Famous-Barr Co., St. Louis, Is Still One of the Biggest of the West 


WHEN shoe departments are modernized one of the 
first questions generally asked is: “How much larger is 
it now?” 

The men’s shoe department at Famous-Barr Co. in 
St. Louis would be an exception to that question for 
when it was modernized in August of 1938, it was made 
smaller instead of larger. But the change saw such es- 
sential things as modern merchandising methods, larger 


style lines, more play for the young men’s trade, in- 


stalled and worked successfully. 
Now the department has 82 chairs and 32 bench 


placements for customers and is heralded as the largest 
men’s shoe department west of the Mississippi. 

The story of this particular department is the story 
of W. B. Jackson, who became manager on February |, 
1936, after 12 successful years in the Davis Store in 
Chicago. Jackson found the men’s shoe department at 
Famous in need of a stimulant to accelerate slow-mov- 
ing merchandise. Little thought had apparently been 
given to the fact that modern young men were wearing 
as high as six pairs of shoes a year instead of the con- 
servative business man’s purchase of two solid pairs. 
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IDEAS THAT BUILT MEN’S BUSINESS 


AT FAMOUS-BARR 


Practical sales meetings twice a week. 


X-Ray foot examinations to assure comfortable fitting. 


Always in the forefront in following new style trends. 


Intensive promotion at the beginning of the season to mini- 


Left: Glass-topped display cases en- 
close the front of the men’s and boys’ 
departments and provide for shoe 
displays both on top and inside where 
they can readily be seen by the cus- 
tomer before entering the section. 


mize closeouts at the season’s end. 
Visual merchandise display in the shoe department. 


Study of practical sales psychology in bidding for young 


men’s business, while holding the trade of the older men. 





Jackson uses eight regular men in his department 
with four to six extra salesmen for the weekend busi- 
ness. The salesmen have a real champion in Jackson 
who believes it is smart staff building to have the “boys” 
out for a game of ping pong or to do a little “dub” 
golfing on holidays. Getting down to earth with his 
men in practical sales meetings twice weekly in which 
new styles and shoes are discussed is another of the co- 
operative sales methods that brings Famous-Barr Co.’s 
men’s shoes out as a headliner in local retail selling. 

There’s a lot that can be done to make sales possible 
or to see them scamper off to other stores in a depart- 
ment that measures better than 100 feet deep and fully 
50 or more feet wide, with a fifth of the department de- 
voted to a stockroom and stockroom balcony. You can’t 


go wrong on selling, Jackson figures, when you have 
80 feet of shadow-box display space and 60 feet of dis- 
play case with more than 300 shoes constantly on 
display and available so that the undecided customer 
can decide quickly enough what to purchase. 

The sales don’t go scampering off in this department, 
let it be registered here, however, for Jackson steps out 
with an X-ray machine in his department that sees a 
steady flow of customers feet going to it for minute ex- 
amination of what the shoes are doing for the feet. 
“That X-ray machine has done wonders in convincing 
men customers that we have their foot comfort at heart,” 
Jackson told Boot & SHor Recorper, “and once a man 
thinks you have his foot comfort as an ideal in selling 

[TURN TO PAGE 36, PLEASE] 


This men’s department 
is very advantageously 
located, fronting on the 
new escalator system in 
the store and having, at 
one side the elevator en- 
trance. Thus located, ad- 
jacent to the two major 
lines of store traffic, it 
attracts many customers 
easily from both. 

















Play shoe window by Nordstrom's in Seattle, Washington. 


reational facilities in the city, is an excellent tie-in with the shoes shown. 


The map in the foreground, flagging the various parks and rec- 


Stanley P. Thompson, of Nordstrom's, used 


Seattle Park Board map, following a suggestion in Boot 1Nv SHoe Recorper. 


WHITE TO THE FORE IN 


SUMMER 


CURRENT shoe windows are an interesting study 
from the standpoint of the varying results to be ob- 
tained from original and individual treatments of the 
same subject—white shoes and Summer outdoor foot- 
wear. It is a feather in the collective cap of the display 
men, both in New York and outside, that hardly a hint 
of monotony has been permitted to creep into white 
shoe displays. On the contrary, whether viewed as a 
whole or individually, they are stimulating as well as 
interesting. 

Two major themes are evident in the Summer win- 


SHOE WINDOWS 


dows—Summer vacations and the World’s Fair. Some 
stores have devoted their displays consistently to one or 
the other; some have used one window for vacation 
promotion and the other for World’s Fair selling; some 
have combined the two themes successfully in the same 
display. But all agree on one point. The important 
factor in this Summer’s selling is WHITE SHOES. And 
the ways in which whites have been played up are 
countless. 

Summer vacation offers many possibilities for display 
purposes. Hanan, Fifth Avenue, New York, used fish- 
net and a rope ladder for display stands in an interest- 
ing window, which also made use of gaily colored straw 
mats as settings for the display of play and beach 
shoes in bright colors, as well as in white. The rope 
ladder and fishnet idea was used also by Wise, lending 
a light touch to a World’s Fair window. Kitty Kelly 
and A. S. Beck both used background panels in neutral 
colors with large sketches of young women in various 
attitudes considered synonymous with Summer—on the 
beach, on the tennis court, in comfortable position- 


Left: W. Lewis & Co., of Champaign, 

Ill., used this simple yet effective ar- 

rangement to promote the sale of 
their white shoes. 








A fairyland of exquisite foliage 
and ms painted on glass was 
the novel and charming setting 
designed by Andre Girard for this 
Deiman window of Summer shoes 
at Bergdorf-Goodman, New York. 
The foreground is painted on the 
windows, the background on pan- 
els of glass arranged like stage 
scenery to give a sense of depth 
and perspective. In this window 
only white shoes were shown. 
Other windows were devoted to 
a variety of gay colors. 
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Summer Vacations Vie With World’s Fair As Themes 
for Exceptionally Interesting Shoe Window Displays 


under gaily striped awnings—presumably at the coun- 
try club, and many others. Perhaps the most effective 
window devoted exclusively to the Summer vacation 
theme was that used by Ansonia in their 34th Street 
store. A deep blue background representing the night 
sky served as a foil to a large yellow moon. Very 
realistic palm trees lent atmosphere, while the flooring 
was divided into two sections, the background covered 
with deep green artificial grass, and the foreground re- 
peating the deep blue of the background panel. Starfish, 
shells and other appropriate pieces lent an amusing touch. 
Here the atmosphere was that of a tropical beach, and 
white shoes shown on the flooring and on low hassocks 
were well in tune with the display. 

Stetson had a very effective window of white shoes, 
using the interest aroused by the visit of the King and 


Queen of England. Parasols of various shades were the 
only decoration in this window. Opened and placed face 
downward, they made interesting settings for the white 
shoes displayed. There was no distracting feature in the 
window. On one of the parasols were the words “Sun- 
shade White,” and the shoes stood out well against 
black flooring. 

Out of town stores are doing an equally efficient job 
in their Summer windows. Nordstrom’s in Seattle used 
pastel color scheme in their play shoe window. Over 50 
pairs of shoes were shown in this window, but arranged 

[TURN TO PAGE 32, PLEASE | 


Below: One of a series of five World's Fair windows 
featured by Crawford Shoe Company, Dayton, Ohio. 
Note how the Fair theme centers attention. “Many 
times, photographs you have published have helped us 
in designing window displays,” writes Leroy W . Fryman, 
display expert who plans windows for Paul Crawford. 
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THE motive power of business is profit. But how to 
make it—That’s the question! You buy shoes at a price 
today that permits of no more miracles of economy and 
manufacture because the skills of selection and making 
are common to all and competition is so fierce that the 
prices are at the lowest—for if they weren’t, you would 
go elsewhere. So the profit is not to be found in buy- 
ing. 

Let’s take a look at the cost of retailing, and see if a 
profit can be made there. On the average you are pay- 
ing 63 per cent for your shoes—the largest single ex- 
penditure. 

Take the total payroll item—salaries for executives, 
wages for employees, payroll taxes and your expendi- 
tures are in the neighborhood of 18 per cent. 

You're a miracle man if you can get your real estate 
cost down to 5 per cent. 

Heat, electricity, etc., cost you 3 per cent anyway. 

Other positive overhead expenses—fixtures, equip- 
ment, delivery service, etc. . . . a full 6 per cent. 

Your advertising (window, newspaper, direct mail) 
at least 3 per cent—your taxes 2 per cent. 

Now where do you stand? 100 per cent is all eaten 
up and you are in business for the fun of being in busi- 
ness—unless you call your salary compensation enough. 

No wonder there is a battle on for a larger initial 
mark-on—at the beginning. So it looks as though there 
is no alternative other than a flexible price to the public. 
The fixed price level must go because your business is 
‘ in a vise between the cost of the goods and the auto- 
matic consumer price. You make your profit on service 
alone. 

This subject is so serious that Malcolm P. McNair, 
Professor of Marketing in the Harvard Graduate School 
of Business Administration comes to this conclusion 
after a survey of the operating results of department 
and specialty stores in 1938. This is no flash report. It 
is the actual facts and figures studied by him and his 
organization, based on reports from companies doing 
more than 38 per cent of the total sales of all department 
_ stores and departmentized specialty stores in the United 
States in 1938. It is the only real measuring stick of 
retail operation we know of. All the rest are fragmen- 
tary reports that cannot provide accurate, practical in- 


OUTLOON 


Is Overhead Eating Up All Profit? 
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formation because of the gaps and flaws and self-evi- 
dent errors. Lay the above figures down against shoe 
store operation because, after all, the shoe store is de- 
partmentized—men’s, women’s and children’s, rubbers, 
hosiery, accessories, etc., and the operation expenses are 
common to both. 

Dr. McNair says: 


“Whatever may be our analysis of the tangled skein of busi- 
ness happenings in the last ten years, and whatever conclusions 
we may reach as to the position which the department store 
business occupies in relation to business cycles, we cannot blink 
the fact that the cost of doing business has been tending up- 
ward during most of this period, and indeed during most of the 
time since the inception of these studies in 1920. This rise in 
expenses, has, of course, entailed an advance in the gross mar- 
gin, that is, a widening in the spread between the cost price and 
the selling price. As a consequence, critical voices are begin- 
ning to be heard among those who cherish the interests of con- 
sumers. 

“In 1920, the first year covered by these studies, the typical 
expense rate in department stores was 25.9 per cent of sales. 
Nine years later, in 1929, as shown in Table 1 of this bulletin, 
the total expense had risen to 32.3 per cent; and now, at the 
end of another nine years, the figure is 37.4 per cent. It is un- 
derstandable that the expense percentage should be high in a 
time of business depression, when dollar sales have been sharply 
lowered by the decline in prices. Thus, in 1932, the operating 
costs of department stores totalled 39.5 per cent of‘ net sales. 
What is not so easily understandable, however, is the fact that 
eleven years earlier, in the depressed year 1921, department store 
expenses were only 27.8 per cent. Therefore it appears that 
underlying the play of cyclical forces some long-run influences 
have been operating to increase the portion of the consumer’s 
dollar required to cover costs of distribution. There is substan- 
tial evidence, also, that this situation is by no means peculiar 
to the department store iness.” 


It may not be a pretty picture to review the last ten 
troubled years in retailing but it is a pretty true indica- 
tion of the changing pattern of retailing. 

We, in shoes, know that you can’t cut the factory costs 
any more. You can’t cut labor at all. Rents and store 
maintenance costs are at a flat low. The only thing you 
can cut is items of overhead and the proprietor must do 
more of the things within the business itself—from ser- 
vice on the fitting floor to complete management details. 
So the only answer to the constant cry—cut the costs 
of distribution—is “SHOW ME HOW TO DO IT.” 

The only avenue of escape is letting the retail price 
fall where it may so that a profit can be made on the 

(TURN TO PAGE 44, PLEASE) 
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For years Buster Brown has been Scout Choice No. 1 in shoes—rated so 
by both Boy and Girl Scouts. And their mothers. And their retailers. 


Buster Brown Official Boy Scout Shoes and Buster Brown Official Girl 
Scout Shoes have the style, the health features, and the wearability. 


They bear the oldest, best-known name in the field. No other concern 
can give you both Official Boy and Girl Scout Shoes—one source for both. 


They offer the retailer large, complete stocks and quick fill-in service. 
They’re the keystone of a big, profitable juvenile business. 


Are you missing out with the Boy or Girl Scout? 
— if so, better let Buster bring them in! 
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SHOE NEWS 
PICTORIAL 


NAMES AND EVENTS 


IN THE FIELD OF FOOTWEAR 





Every one has heard of the story of the “Old Lady Who 

Lived in a Shoe” but here’s a modern version of it with a 

very young lady playing the major role. She’s the young 

daughter of George Butler, Butler & Butler, 528 SW. Yam- 

hill Street, Portland, Ore., reclining good-naturedly in a 
size 42C Jarman shoe. 





Shoe and leather men got together for some golf re- 

cently at the Mil kee L and Shoe Manufacturers’ 

Outing. Here’s four of the enlechers. Left to right: 

W. B. Eisendrath, Monarch Leather Co.; J. E. D. 

McMechan; C. O. Chapine, Benz Kid Co., and H. L. 
Stoltz, Scherer Leather Co. 








These four played golf. Left to right: J. S. 
Gleason, First Wisconsin National Bank; H. L. 
Whitney, U. S. Rubber Co., New York; W. E. 
Hardtke, U. S. Rubber Co., Milwaukee, and 
C. D. Ortgiesen, president Mid-States Shoe Co 





H. V. Laingmaide, sales manager o/ 
A. O. Trostel Sons, and Edward 
yer Mueller, A. R. Mueller Co., who 
of the United Air Lines, who was the first person to purchase a pair of ably managed most everything {or 





Sanitized shoes, selecting them fromthe Bonwit Teller shoe department. the outing. 
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SUMMER DAYS ARE HERE AGAIN 


BUT 


BOOT AND SHOE RECORDER 
ADVERTISING PAGES ARE 
NOT ON VACATION DURING 
JULY AND AUGUST 


S indindindindn ina 





—We can’t afford to “lay down” because our 
thousands of merchant subscribers are very 


much on the job during the coming eight weeks. 


—And are doing a heap of reading and planning 


for their Fall and Winter campaigns. 


—Consequently, Boot and Shoe Recorder adver- 
tising pages are working over-time for the con- 
sistent advertiser who believes that “every day is 


the best day to tell the trade about my product.” 
(Signed) 











RECORDER SELLING STAFF 

















JULY 


ARE NOW 
READY 


The January price ticket is in 
white, gold, and green, and has 


adequate space for wording or 
stock number. 


Freshen up your New Year win- 
dow display with harmonizing 
show cards and price tickets. 
The January show cards are 
now ready in an attractive and 
seasonal design in shades of 
blue, green and gold on a white 
background, and bear mes- 
sages pertaining to style, qual- 
ity, protective footwear, etc. 


CARD HOLDERS 


Two styles are available; 
Natural wood finish or 
oval base — burnished 
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for Price Tickets For Price Tickets—Adiustable 
































Gee i cvicsevii . $2.25 
PD igedGran sow et $4.00 
Recorder Stock Record + 
Tickets wie 
. Tec one | 
, Natural View ha oa Cyclone clips meng 
000 $2.25 _ 
Polly Shoe Holder — 
To display arch, branded, and 
fibre-sole shoes. Always e- —— 
mains in upright position. 
seeesse 




















Everyone Passing 


is a Possible Prospect 


SELL THEM 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's. women's, children's shoes 
women's hosiery, store service, fitting, quality, styles. 


Single cards, 60c each—without text, 35¢ each 


(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available 


WITHOUT STORE NAME: 6 dozen, $!.10—i2 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER. PLEASE, UNLESS C.0.D. PREFERRED 


MERCHANDISING AIDS 
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—Tilt at any angle. 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are olstainable in two combine- 
tions: corn with green border, or buff with 
green border. Choice of forty selling 
phrases, or blanks. 


12 dozen (printed or blent) $2.00 
6 dozen (printed or blank) 1.10 
| dozen (printed or blank) 0.25 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 
$5.00. 














(Cross out 


tines not carried.) We wish IMPRINTED TICKETS @ 36¢ per fifty, in following 


quantities and denominations: 





ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in en 
average size town, suburb or city shopping center. 





STORE WINDOW BULLETIN supplies merchandising and displey suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual cerd service subscribers may exchange eny 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Bient tickets, harmonizing with the current month's cards 
supplied free. 


IMPRINTED PRICE TICKETS with prices os wented, to assure well blended 
trim, are 35¢ per fifty, additional. 


STOR NAM 6 


OE eee __~____—_—________ 
See eee 


We sell Men's, Women's, Children’s Shoes and Women’s Hosiery. 


ee ee eee 





SERVICE 


MONTHLY 


HOLDERS 





No. | 


6 


h 
¥ 


subscribers 


for 


additional 





per year, payable 


. per month. For 


cash in advance, full year’s 


Ne. 2 4.00 4 





card holders 


foreign 


No. 3 3.00 


we agree to pay $1.00 


month 


» or 


if for any unforeseen reason 
we wish to discontinue ser- 


vice before expiration of or- 





be 


FOR ANNUAL SHOW CARD SERVICE 


For this service we will pay 


must be drawn on VU. &. 


Ne. 4 2.25 


from 





each month's service dellv- 


service, 56% discounts. Checks 
ered, and agree to return the 
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der, 
per 
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. Cards, and 


-«» Consisting 
. blank tickets each 


first month's 


4. 


“C” White beard. “I” Shell pink “K” White beard. 
Design im bright board. Design im Design in I blue 
blue purple and -+ ng and — 








per fifty, additional. 


“V" White beard. 
Design in green and 
yellow. 


beginning with JULY 
continuing monthly for one 
year, for Card Service No. 


Please enter our order for the 
Recorder “Selling Messages,” 


PRINTED TICKETS, at 


ers (with the 





SIZE: 14" 1 2%"—Prices on opposite page. 
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Systematic Contact Work 


“Outside contact work can only be 
made effective if it is done systema- 
tically,” says A. C. Haaker, partner 
in the Republic Shoe Store in Denver, 
Colo., who with his partner, Dyke 
Lollar, has created a great deal of ex- 
tra business by means of regular out- 
side calls on doctors. 

Each of the partners devote two 
mornings a week to nothing but out- 


side contact work. The schedule is: 


worked out so that all doctors who 
send in patients are visited at regular 
intervals. 

Whenever a new type of shoe or ad- 
justment comes in, a sample of it is 
brought around to the doctors and a 
full explanation given. Doctors have 
come to consider the contacts as rep- 
resenting a valuable, informative ser- 
vice. And, at the same time, the shoe 
store is kept constantly before the 
medical profession. The personal 
calls, Haaker and Lollar have found, 
represent the most efficient form of 
advertising. 

“Early in the game we found that 
there is only one way to get any 
amount of contact work done—that is 
by setting aside a certain number of 
hours each week and refusing to let 
anything else interfere,” says Mr. 
Haaker. “If it’s done hit or miss 
fashion the number of calls made dur- 
ing the week is negligible. You too 
often think of something else to do.” 

* * # 
Secondary” Storage 

Are you cramped for room? Do you 
need extra storage space for shoes 
during sales? 

The Downs Shoe Store, 1167 Broad- 
way, New York City, has an excellent 
temporary storage arrangement. 

A secondary row of shoe boxes is 
piled in a row parallel to the regular 
wall cases and with a two-foot aisle 


® 
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between. Placed on foot high pack- 
ing cases the boxes reach a height of 
four or five feet off the floor—not high 
enough to be offensive and yet offering 
valuable storage space. A valuable 
idea for quick service, and, during 
sale time, definite proof to the cus- 
tomer that your stocks are adequate. 


» * * 


Save Your Dogs 
“HOOT MON! mister-r . . . have a 
car-re! If ye’re plannin’ to walk at 

the Wur-rld’s Fair-r. . . .” 


“Gi’ yer puir ‘dogs’ a wee br-reath 
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© air-r in por-rous John War-d BUCK- 
SKINS!” 

The theme of the latest series of 
John Ward Shoe Store ads is based 
on the natural tie-up of shoes with the 
slang reference te ‘dog.’ One dog is 
pictured telling another about the 
comfort features of John Ward shoes 
and Scotties at that to give the im- 
pression of economy. 

Buckskin shoes actually let your 
feet breathe and are “approved by the 
society for the prevention of cruelty to 
feet.” 

* = * 


An Attention Attracter 


Clark’s Shoe Store, 42nd Street, New 
York City, is featuring a display of 
Summer ties in their window. In the 
back of the window is a prop of a 
male figure with the latest in neck- 
wear around his neck. Concealed in 
the corner is an electric fan. The tie 
rustles in the breeze—attracting the 
eye of those passing by. 

* * ” 


Featured Display 


The Maurice L. Rothschild store in 
Chicago has a neat idea that is well 
worth adopting by the display con- 
scious shoe store. 

It consists of a continuous boxlike 
arrangement, open at the front, 1712 
inches high and 134% deep, attached 
to the wall behind the hosiery counter 
just above the salesperson’s head. In 
it can be shown small items such as 
handkerchiefs, hosiery, hats, gloves. 
etc., and the fixtures are brightly il- 
luminated and near enough to the cus- 
tomer’s eye so that he can read thx 
small sign placed with the merchan 
dise. 

The fixture adds considerable extr« 
display area to the interior of the 
store and placed over the hosier: 
counter or the cash register is a grea‘ 
aid in suggestive selling. 
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BEST IDEA OF THE WEEK 


Twenty Degrees Cooler Inside 


(W. L. Douctas SHoe Srore, St. Lous) 


O. P. Ideator—“This ‘famous’ St. Louis Summer 
weather can sure give you some ‘hot dogs’ if you're out 
on the pavement.” 


Manager H. D. Glass—*Yes, ‘hot dogs’ as you call 
them, but they make for good merchandising oppor- 
tunities in sales conversation as well as in store dis- 
play.” 

O. P. Ideator—“Most assuredly in this nice air- 
cooled store, but what do you know about the man on 
the street, not to mention the lady, who are suffering 
from hot and tired feet, while you are in this realm of 
coolness.” 


Mr. Glass—“Tf I didn’t allow for the fact you've pos- 
sibly been ‘sun-blinded’ coming into the store, I'd re- 
primand you for not heing mentally alert.” 


O. P. Ideator—“Now I see your clever center aisle 
display but what is the purpose of that four foot high 
thermometer?” 


Mr. Glass -— “That display is called a ‘Curiosity 
Coaxer.’ The red temperature markings are set at 70 
degrees. The sign across the face says in large blue 
letters 20 DEGREES COOLER INSIDE. And here 
on shelves attached on the sides and above and below 
you'll notice our coolest ventilated sports shoes.” 


O. P. Ideator — “What does the ‘20 DEGREES 
COOLER’ mean—does it refer to the shoes?” 


Mr. Glass—When the question is asked of our store 
staff, they immediately say, ‘Please examine one of 


allowance for ventilation and solid comfort. Their 
light soles and easy-to-slip-on features make them 
cooler than the ordinary shoe. Wouldn’t you imagine 
they would be at least 20 degrees cooler’?” 


O. P. Ideator—*“That’s a great idea. Such an ap- 
proach also gives the clerk a change to place one of 
the shoes in the customer’s hand, thus making him bet- 
ter acquainted with the model.” 


Mr. Glass—“Yes, and by reason of having it in the 
customer’s hand, he or she can notice the light weight 
and realize that it is no burden to wear such light 
shoes in hot weather.” 


O. P. Ideator—“Did you build this display especially 
for ventilated shoes?” 


Mr. Glass—“No, when we installed our air-cooling 
system some time ago we had this display in the store 
front to advertise the cooling system. Since then we 
have replaced the original sign with a smaller one. I 
didn’t like the idea of throwing out this fine looking 
thermometer so I converted it into an appropriate shoe 
display. In May of this year it sold dozens of light- 
weight, open-type shoes to men and women.” 


O. P. Ideator—*It seems to me that this thermometer 
would be very effective as a window display with shoes 
arranged on and about it.” 


Mr. Glass—“We precede you. It is displayed in the 
window, but we wait till that opportune day when the 
temperature begins to reach for the 100 mark. Those 


these shoes. 





They are built for coolness, with sufficient 


days do happen in St. Louis, you know.” 








Woven Shoes for Fall 


The woven shoe for men has come 
into its own this Spring and early 
Summer. 
shoe, as a sports shoe, and as a com- 
fortable business shoe. It is in special 
demand as a comfortable walking shoe 
for World’s Fair visitors. It is offered 
in various shades of brown, all white, 
and in two tone shades. In brown it 
is offered in shades from light tan to 
dark mahogany. The light tan is usual- 
ly the natural finish while the darker 
finish is brought about by different 
variations of antiquing. 

As one New York retailer says, 
“The antiquing enables us to style 
woven shoes to suit the varying tastes 
of our customers. It may also be the 
deciding factor as to whether or not 
the woven shoe is just a Summer shoe 
or whether its appeal can be made to 
carry over into the Fall. 

* 7 * 


“Dramatized Merchandising” 


Retail merchants who are planning 
to visit the World’s Fair can make 
; their visit to New York a double pur- 


It is a natural as a leisure - 


pose—for pleasure and as an oppor- 
tunity to observe modern retail stores 
and their facilities for handling and 
displaying merchandise. 

Believing that the best salesman is 
a good example the Grand Rapids 
Equipment Co. has sent out a folder 
to prospective customers giving the 
name and location of the stores they 
have styled in New York. Merchants 
are invited to inspect these stores. 


- * * 
Collecting Tardy Accounts 


The following example of an ef- 
fective bill collecting letter to send out 
to delinquent customers was gleaned 
from a recent series in “Printers 
Ink”: 

Here’s a little Collection Paragraph 
we ran across the other day, that 
might help you collect some of your 
delinquent accounts: 


You need your money 
And I need mine 
If we both get ours, 
It sure will be fine. 
But if you get yours 
And hold mine too. 


What in the world 
Am I going to do? 

If it’s worth anything to you, that’s 
fine. You're welcome! 

Maybe this will enable you to col- 
lect at least one additional account, 
so you can pay the little balance of 
7 which you owe us, according 
to our ledger. 

That would be fine, too! 

Yours for 
Prompt Payment of 
Past Due Accounts. 


. * ~ 


Open Invitation 


The Jarman Shoe Store, Nashville, 
Tenn., is completely air-conditioned 
for their customers’ and salesclerks’ 
comfort. For psychological reasons, 
however, they and other stores have 
found that they must keep the front 
door open during the warm weather. 
It costs more—and you can’t keep the 
store quite as cool during real hot 
days—-but open doors invite customers 
and closed doors seem to scare ‘em 
away. 





RRemssber when you were a kid and life was a lot less complex 
than it is today? There were a few chores to be done and all day to do them. 
Remember the favorite trip to the well “to fetch drinking water”; in Summer 
on those bright warm days it was great fun to go to the well by way of 


the far pasture. Of course, it took more time, but time then was not the most 


precious thing in life, and your boyish heart was searching for adventure, as 


you kicked a log or ripped a head from an unsuspecting daisy with a bare, 
but bandaged big toe. Oh yes, it was sunshiny weather, you had lots of time, 
and there was no telling what you might find on your way to the well, a 
bluebird at work at its nesting, or a rabbit peering from the 


cover of his warren. Fun, yes, but... 


Sales Are Made Or Lest At The Fitting Steol 
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\ hen the weather was bad or on warm days when the swimming 
hole called, there was always the old gravel path that led straight 


d the chore was done in the quickest possible way. 


You’re much old& now. Matters are much more complex today. Issues 





are confused by mucMywri and more talking. In this merchandising age, 
with high-sounding phraseXlikeX{consumer acceptance”, “dealer franchise” 
and “trade influence” scattered Qbout Qbe landscape, like the daisies in the 


pasture of your boyhood days, one tru stil golds 


E ICKEST WAY 





"THE OLD GRAVEL PATH IS 


TO THE WELL”.... 
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White to the Fore in Summer Shoe Windows 


[CONTINUED FROM PAGE 21] 


in columns as they were, there was no 
danger of confusion. Each shoe re- 
ceived due emphasis. A map of the city 
designating the various parks and 
recreational facilities was placed on 
the floor and served as an effective 
tie-in with the play shoes shown. 
“Step into White,” said W. Lewis & 
Co. of Champaign, IIl., showing white 


of attention. Several stressed the impor- 
tance of comfortable shoes for walking 
at the Fair. Crawford Shoe Co., Day- 
ton, Ohio, is running a series of World’s 
Fair displays. The one shown here was 
particularly effective, with the six-foot 
wicker trylon and perisphere in the 
center. The sun and plastic girls were 
yellow, set against a vivid lavender 





Dalsimer’s in Philadelphia used the White Merry-Go- 
Round in a novel display of white shoes. 


shoes in large circles and on disks 
placed on the artificial grass flooring. 
A stepladder was used as the focus of 
interest, and shoes were displayed on 
the rungs. 

Dalsimer’s in Philadelphia used the 
“White Merry-Go-Round” as the cen- 
tral theme of their white shoe display. 
Shoes were shown on circular plateaus, 
and models were placed on the merry- 
go-round itself. 

The Booterie on 34th Street, New 
York, had a dramatic white shoe win- 
dow. Shiny black material was used 
for the backdrop with two line draw- 
ings in white in circles showing Sum- 
mer activities. Two large white flower- 
ing plants were on either side of the 
- window and a large white tree was in 
the center. Shoes were shown on the 
black flooring, and on white cellophane 
disks set on the floor. The window was 
extremely effective for the contrast be- 
tween black and white. 

Many stores, not only in New York 
but in various sections of the country, 
featured the World’s Fairs as the 
theme for their windows, with the peri- 
sphere and trylon claiming their share 


background, and affording an excellent 
contrast for the white shoes displayed. 
The bright orange and blue color 
scheme of the Wise window on 34th 
Street was sufficient to stamp it as a 
World’s Fair window at first glance, 
and the stylized representations of 
New York’s buildings in official blue 
were effective display stands for shoes, 
as well as an invitation and a welcome 
to the visitor to the city. 

In all of these windows shoes have 
been given the main emphasis, and 
clever uses have been made of contrast 
afforded by the display of white shoes. 
In many windows there were a few 
shoes in high colors and a few in 
pastels. Rather than detract from the 
importance of the white shoes shown, 
however, these additional shades were 
present in just the right proportion 
to serve as accent to the white shoes 
and to eliminate any element of drab- 
ness which might creep in. It might 
almost be said that they served as bait 
to interest customers in the white shoes 
shown—and to assure the onlooker that 
the store was well supplied with colors 
as well as with whites. 





Merchandising to Keep 
Stocks Clean 


[CONTINUED FROM PAGE 17] 


begun to slip. Open toes were good, 
but selling open heels was meeting with 
some consumer opposition. Japonicas, 
to, were going slow, so we felt the 


money tied up in Japonica, black and 
blue open heels would be more active 
if placed in white merchandise. 
“This sale produced real action. It 
proved to be the best week of the year 
outside of Easter. The open heel 


Japonicas, patents and other shoes we 
wanted to clear, were really cleaned 
out. Money realized from this sale was 
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immediately used in rebuying white 
shoes, which will be active for the next 
100 days or the end of the local white 
season.” 

According to Gilman, there is no set 
rule with this method of merchandis- 
ing. The time to get from under, is 
just before the public begins to lose all 
interest in it. This procedure of tak- 
ing a relatively small loss, then to clean 
house of them, is considered better than 
to hold on to the shoes and eventually 
taking a much larger loss. 

For example, take a shoe which costs 
the Stone Shoes $2.15 and retails for 
$3.50. A store can move this shoe dur 
ing mid-season for $2.85, yet be lucky 
to clear part at $1.95 later, with the 
balance going a Dollar Day 

This means the Stone Shoes do not 
have scarcely anything to sell in the 
way of clearance during July-August 
and January-February periods. How- 
ever, this July a good assortment of 
draped kidskins and suede styles will 
be shown a month in advance of the 
usual Fall promotions. 

“Nothing like being somewhat in ad- 
cance of a season to get the younge: 
trade believing in a store being a styl: 
leader and for knowing what it’s al! 
about. This reaction holds all through 
the selling season, so goes a long way 
in building up prestige and good-will 
for a store,” said Gilman. 

Showing Fall shoes in July in a town 
that is a year around Summer resort 
place, sounds queer, but results prove 
it to be a move that the public likes 

By far, the foregoing applies to 
women’s styleful footwear. Women’s 
staples, children’s and men’s shoes do 
not offer the merchandising hazards in 
comparison. Keeping a close watch on 
the “in-and-outers” is essential, else 
this merchandise will bog down the 
operation of the family shoe store. 

The one big thing in running a 
family shoe store according to Gilman, 
is to have everything from soup to 
nuts in the way of footwear. This is 
necessary in order to keep the shoe 
business of the entire family. So, the 
more comprehensive the stock, the less 
sales will be lost. 

As for turn-over, men’s shoes which 
are well stocked by the manufacturer 
click three times per year on pair stock 
turn, while the children’s stock turn 
is down to one and a half times, with the 
larger misses size range about three 
times that amount. 

On women’s novelties, by watching 
the style trends closely and merchan- 
dising accordingly, one can operate on 
a six times stock turn. This novelty 
stock constitutes about two-fifths of the 
entire women’s stock and 100 per cent 
of the store’s headaches, for every 
time one buys a novelty shoe it is a 
case of a guess and a promise. 

“Family shoe stores must have some 
novelties,” Gilman believes, “but these 
shoes must be merchandised as outlined 
to make money for the house and 
friends for the store. Novelties can 
easily wreck the turnover plans, buy- 
ing budgets and profit possibilities of 

[TURN TO PAGE 44, PLEASE] 
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it probably is—because Production 
Men find that BREASTLOCK 
HEELS speed up production and 
turn out better quality footwear 
well within cost allowances. 


They eliminate three operations—flap-splitting, flap- 
laying and flap-trimming—which, on Continental and 
Boulevard heels especially, are slow, costly and unsat- 
isfactory operations. There is no waiting for breast- 
flaps to dry; a special benefit during muggy weather. 
Consequently Production Men find that they can make 
more shoes in the same space on the same lasts when 
they use BREASTLOCK HEELS. 


And you'll be pleased to know that, in spite of all 
these advantages, most types of shoes cost no more 


with BREASTLOCK HEELS; some cost less. 
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Samples of Shoe 
Cloths made of 




















DARLINGTON FABRICS CORPORATION © 180 MADISON AVE., NEW YORK 
The names of Distributors of Darleen will be supplied on request. 
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IN THE SHOE TRADE 
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National News 














N. Y. State Retailers Plan for Convention 










RocHEsSTER, N. Y.—A high degree of 
enthusiasm over the coming 21st an- 
nual convention of the New York State 
Shoe Retailers’ Association was shown 
by the members of the state convention 
committee at a luncheon meeting held 
June 29th at the Syracuse Hotel, Syra- 
cuse. J. L. Patton, chairman of the 
committee, said on adjournment that 
the organization will celebrate its com- 
ing of age by staging a convention 
that will in every way take on the im- 
portance and interest of a national 
gathering. “The only difference from 
similar conventions,” he explained, “is 
that while every concern selling its 
merchandise to the shoe men of the 
Empire State is expected to be repre- 
gented by its salesmen, as formerly 
‘there will be no co-operative charge 




















Fa “We have always welcomed the sales- 
and even taken them into mem- 
rship,” he added, “and thus we have 
pilt up a fine feeling of personal and 
indly friendship. Already, and with- 
at even a hint, let alone solicitation, 
ty or more shoe salesmen have made 
om reservations at the Seneca, where 
convention will be held September 
h, 11th and 12th. The hotel will 
te no advance in room rates, and if 
salesmen please, they may check 
t before 6 P.M. on the final day of 
meeting, an advantage to them if 
desire to avail themselves of it.” 

President Leslie Gardner of Oneonta 
id that at the convention there will 
three outstanding speakers, with one 
ily at the banquet. “We have assur- 
es of the presence of three out- 
ding men,” he said, “one of whom 
[TURN TO PAGE 37, PLEASE] 

























Committee Holds Luncheon Meeting to Lay Groundwork for 
21st Annual Event to Be Held September 10-12, 1939 





Dates to Remember 


Pennsylvania Shoe Travelers Associa- 
tion Tri-State Shoe Mart, William 
Penn Hotel, Pittsburgh, Pa. 

July 9, 10, 11, 1939 

Charlotte Shoe Show, Hotels Char- 
lotte and Selwyn, Charlotte, N. C. 

July 9, 10, 11, 12, 1939 


Fall Style Shoe, Michigan Shoe Trav- 
elers Ass'n, Hotel Statler, Detroit, 
ESS ae July 10, 11, 1939 


Annual Outing, Boot and Shoe Trav- 


elers Association of New York, 
Karatsony’s, Glenwood Landing, 
te ape July 13.1939 


Atlanta Shoe and Ready-to-Wear Ex- 
position, Henry Grady Hotel, At- 
TE: «ccsedevee July 17, 18, 19, 1939 


Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Il. 

July 24, 25, 1939 


Buffalo Shoe Travelers Style Show, 
te a ee August 6, 7, 1939 


Annual Convention, New York State 
Shoe Retailers Association, Hotel 
Seneca, Rochester, N. Y. 

September 10, 11, 12, 1939 


Official Opening of American Leathers 
and Style Conference for Spring, 
1940. Waldorf-Astoria Hotel, New 
, en September 18, 19, 1939 


National Industrial Stores Associa- 
tion Convention, Lord Baltimore 
Hotel, Baltimore, Md. 

September 25, 26, 27, 1939 


Shoe Manufacturers Spring Openin 
E. A. Richardson, Manager, Hot 
New Yorker and Pennsylvania, New 
York City ....December 3, 4, 5, 6, 1939 





Conservative Optimism 
Found in Far West 


New York—Back from a four-weeks’ 
trip to the Pacific Northwestern States, 
California and the Southwest, L. E. 
Langston, executive vice-president of 
the National Shoe Retailers’ Associa- 
tion, said last week that he found the 
attitude of retailers generally with 
whom he talked conservatively optimis- 
tic for Fall business, although most of 
them are planning their buying budgets 
on a basis of maintaining their present 
volume and then reordering as the sales 
curve turns upward. 

While some stores have been able to 
show modest gains this year, Mr. 
Langston found that a good many 
others were holding their own or run- 
ning 1 or 2 per cent behind last year’s 
figures. As a result of this situation, 
shoe retailers are greatly interested at 
the present time in merchandising 
methods that make for increased effi- 
ciency and are attempting to adjust 
their operating costs as far as possible 
to current volume. This is a matter 
which has been discussed for years, 
but Mr. Langston found more evidence 
that it is actually being put into prac- 
tice on this trip than ever before. 

As the trade approaches the period 
when sales a year ago began to im- 
prove, last year’s figures are becoming 
progressively harder to beat, so the 
stores which hold their own from now 
on, as compared with last year, will 
really be showing an improvement over 
their business thus far in 1939. 

In the course of his travels, Mr. 
Langston attended the conventions of 
the Pacific Northwest Shoe Retailers’ 
Association in Seattle and the Cali- 
fornia Shoe Retailers’ Association in 
Los Angeles, appearing as a featured 
speaker on the programs of both con- 
ventions and explaining the services 
of the N. S. R. A. to enthusiastic audi- 


ences. 
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Less Floor Spaee... More Shoe Business 





him, then you can be darn certain of 
future sales.” 

This department also bears the repu- 
tation of being the first in movements 
to follow new shoe trends. When the 
radical shoes hit the market, Famous 
was first; when the antiques were 
ready, Famous was first; when the 
wovens came into the limelight, Famous 
was first. Being first in fashion 
changes is as important to a man as 
to a woman, this department has rea- 
soned, and thus a good sales course has 
been sailed that has brought increased 
volume in ever growing dimensions. 

Important in the sales lineup is the 
practice of minimizing “season close- 
outs” and special reductions at the 
end of the season. Instead the big pro- 
motion is put on at the beginning of 
the season so that the customer can 
have the shoes when they want them 
and not let them lay aside until the 
season they fit rolls around. Thus 
there is no stock stagnation, the de- 


partment knows from day to day what’s - 


selling, what has to have push and what 
is needed to bring the stock into its 
normal movement. 

The department never misses a 
chance to tie-in with current store pro- 
motions on other clothing. A pair of 
shoes to fit the season or the idea be- 
ing portrayed in the clothing display 
is always included and goes a long way 
to make the customer feel that the 
“complete outfit is essential, including 
the shoes.” 

“Selling shoes needs the right set- 
ting,” Jackson commented, “that’s why 
we are justifiably proud of our modern 
department.” And the department cer- 
tainly “has what it takes” for visual 
appeal. The chairs are of two-toned 
leather and are arranged in 45-deg. 
angle aisles, from the front of the de- 
partment of about 14 to 17 chairs, so 
that the natural tendency for the cus- 
tomer is to go down into the depart- 
ment and its open display of shoes in 
the shadow-boxes. 

This inclination on the part of the 
customer leads to the observation that: 
“If the customer gets to know the shoe 
by looking at it, he will want to buy 
it.” 

The west side of this department is 
bordered by unique display cases with 
certain shoes spotlighted inside while 
other shoes are adequately displayed 
on the top of the cases. This side of 
the department faces the Seventh 
Street elevators and becomes a good 
center of activity. The front of the 
department touches on the “million 
dollar” escalator system installed by 
Famous-Barr and is broken up by dis- 
play cases and counters. The east side 
of the department is made in the shape 
of a rounded letter “E,” with rich 
maroon colored leather benches with 
leather backing neck high running on 
the inside of the “E.” The seats are 





[CONTINUED FROM PAGE 19] 


opportunely placed beneath the shadow- 
vox display sections that have such a 
commanding effect in making sales. 

The entire department is heavily 
carpeted and serves to make the cus- 
tomer feel in restful ease while walk- 
ing in the department or while “test- 
ing” out possible shoe purchases. The 
rear of the department is neatly ar- 
ranged with the wrapping counter and 
cash register system, behind which is 
the stockroom and balcony. 

One feature of the department that 
draws special attention of the custom- 
ers is the flexwood that makes up the 
walls for the shadow-box section. The 
five-ply flexwood is blonde in color and 
was installed by spreading it on a can- 
vas backing just like wallpaper. Many 
customers have commented on it and 
home builders have asked Jackson how 
they might duplicate it. 

“The modern day methods of sell- 
ing,” Jackson stated, “do not neces- 





Joseph F. Muffley Heads 
Sport Shoe Firm 


| 





i 
JOSEPH F. MUFFLEY 


New York—Joseph F. Muffley, who 
recently resigned as director and gen- 
eral sales manager for the Endicott 
Johnson Corporation, Endicott, N. Y., 
has been elected president and general 
sales manager of the Arco Sport Shoe 
Corporation, which, with its affiliated 
companies, is located at Marathon, 
N. Y., and Endicott, N. Y. 

Other officers elected were: Stanley 
W. Blumm, chairman of the board; 
Charles J. Uminger, vice-president, and 
Louis Levitt, secretary-treasurer. 

Mr. Muffley and his staff will make 
their headquarters at the Marathon 
Plant in Marathon, N. Y. He has had 
many years’ experience in the shoe and 
footwear industry, having served 28 
years with Endicott-Johnson in all 
branches of its business. 












sarily call for fancy juggling sales or 
going out on the limb in order to get 
business, but instead resolves itself into 
meeting the public with the best you 
have in good merchandise that will fi: 
the feet and keep the customer well 
satisfied. To send a man out of the 
shoe department with shoes that will 
cause him discomfort is just like killing 
five customers from your selling pos- 
sibilities. One of the first things a man 
will complain about to friends will be 
how much his feet hurt and in. ariably 
he will berate the department that 
sold him the shoes. 

“We carefully avoid losing those five 
theoretical customers by staying on 
top of the situation in giving comfort- 
able fittings. Every man that leaves 
our department, we sincerely hope, be- 
comes a walking advertisement for the 
shoes we sell and the humane selling 
system we employ. I look upon my cus- 
tomer’s buying needs in shoes just lik. 
I would look upon my own. When |! 
buy a steak dinner I want a tasty steak 
I'll enjoy. Our customers want shoes 
that they will enjoy and they certain- 
ly pay a great deal more than I do 
for my steak.” 

Knowing the men that work for and 
with you is the number one command 
ment in Jackson’s merchandising bible 
He understands their personal prob 
lems as well as their business slants 
and as a result has a loyalty that is 
hard to match. Only recently H. D 
Wylder became assistant manager and 
buyer. Wylder is an indication of how 
13 years’ service in the same depart 
ment will merit a man a reward for his 
efforts. 

Last item on the list but the first in 
a well-assembled thought on “How To 
Rebuild A Shoe Department,” is that 
of making a bid for the young men and 
the shoes they like to wear and must 
necessarily buy. That is just what has 
been done in this department. The 
young man has been shown his own 
importance. And when young men ar: 
discussed in this reference it is mean! 
young men of five years of age. 15 
vears of age with “first date” ideas. 
25 with “some - day - an - executive” 
thoughts, 35 with the idea of “got 
to keep that youngish swing in my 
system,” 45 with the approved plan of 
“I’m not getting old, I need young 
shoes,” and 55 who feels he can “stil! 
take a fling with sports sandals, if he 
darn pleases.” 

Besides doing such outstanding 
things as stocking antique shoes for 
voung men of teen age, Jackson has 
elevated the young man and given him 
shoes “Just Like Dad’s” thus making 
him friendly to Famous’ shoe depart 
ment. 

Then the man that has been getting 
a tinge of gray around his temples can 
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N. Y. State Retailers 
Plan for Convention 


[CONTINUED FROM PAGE 35] 


will consider business and finance in 
their relation to government and poli- 
tics, and point the way so that the in- 
dependent shoe merchants, large and 
small, may better avoid the shoals and 
pitfalls that seem to surround us. Then 
we will have with us on Monday morn- 
ing an outstanding shoe man who will 
look into the future and consider style, 
selling and the public’s relation to the 
shoe merchant; what shoe men must do 
and how; when and what they must 
buy in shoes for the months to follow. 
This talk alone will be of such value 
as to attract shoe men who possibly 
never before attended a convention. Our 
banquet speaker will be a man of in- 
ternational prominence who will bring 
to us a true picture of world as well 
as American affairs, and who will pre- 
sent in a forceful and easily understood 
manner what business must demand of 
government and what will happen to 
America if permitted to become en- 
meshed in foreign entanglements. We 
are not yet ready to announce the 
names of these speakers, but they witli 
be made known in due time.” 

Others on the planning board pres- 
ent at the meeting were ex-presidents 
Ernest N. Park and William Pidgeon; 
directors Don J. Burke of Rochester; 
Harold A. Read of Binghamton; E. R. 
Park of Rochester, who is chairman of 
the local convention committee; and 
secretary Harry A. Chase. The Roches- 
ter shoe merchants, who took the initi- 
ative in forming the association more 
than 20 years ago, will hold a get- 
together dinner later on to complete 
plans for staging the convention. 

As customary, the annual meeting of 
the Board of Directors will be held the 
evening of the opening day of the 
convention, with a dinner in honor of 
President Leslie Gardner. Most of the 
business will be gotten out of the wav 
at this meeting so as not to interruvt 
the discussions of the vital topics that 
interest the shoe men. 


Good Business Reported 
At Michigan Showing 


Granp Rapips, MicH.—Two days of 
steady, heavy buying climaxed the 
second annual Michigan Summer Shoe 
Fair held at the Pantlind Hotel here. 
June 25-27. The opening day, June 25, 
was unusually quiet. (It was rumored 
the Michigan Fishing season was to 
blame.) 

Everyone registered was of buying 
authority as was shown by the sales 
rolled up the last two days. 

Conservative models predominated in 
all lines with a price range about the 
same. However, there is anticipation 
that price levels will rise at a later date. 

Elasticized shoes were to be noted 
with black standing out in every sample 
room as the highlight for Fall. 
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WINTHROP'’S Original 
IMBEACHCOMBER 


A 
New Thrill 
For The 
Armchair 
Adventurer 


America’s newest, smartest lounging slipper— 
feature it as an ideal gift shoe. The belted back 
gives snug, comfortable fit. Zipper fastener. 


See your Winthrop representative or write us for 
schedule of delivery dates and available colors 


and combinations. 


WINTHROP SHOE COMPANY 
DIVISION OF INTERNATIONAL SHOE CO. 


ST. LOUIS 


MISSOURI 





The Michigan Summer Shoe Fair 
closed its second successful run with 
satisfaction being displayed by exhibi- 
tors, buyers and all those actively con- 
cerned. 


Dayton Retailers Forego 
June Meeting 


DayTon, OHIO — Due to the extreme 
hot weather, the regular June monthly 
dinner meeting of the Dayton Retail 
Shoe Dealers Club was suspended. It 
is expected the July session will take 
the form of a picnic. 

A large number of Dayton shoe deal- 
ers and store managers attended the 





Cincinnati Fall shoe showing. They re- 
port being pleased with what they saw 
and many placed orders while in at- 
tendance at the event. 


Stern Takes on 
Schawe-Gerwin Line 


Cuicaco, Itt. — The Chicago Shoe 
Travelers now have another father and 
son membership. Joseph Stern, son of 
Lou Stern, has just recently taken on 
the Schawe-Gerwin Shoe Co. line, and 
will call on the Illinois and Indiana 
trade. He has just joined the local as- 
sociation and exhibited for the first 
time at the June Shoe Buyer’s Day. 








WHERE 
TO 
BUY 





Leather Soles 









LEATHERPLUS 
SOLES 
double these 
qualities 


VAN TASSEL LEATHER CO. 
NORWICH, CONN. 
Makers of VAN TAN Innersoles 















Colonial Appoints 
N. Y. Sales Agent 


Boston, Mass.— The Colonial Tan- 
ning Company of this city announces 
the appointment of the Alpine Leather 
Company of 28 West 32nd Street, New 
York City, as sales agent in the metro- 
politan area to manufacturers of bags, 
belts and other leather novelties. This 
is an expansion of the market for 
Colonial patent leathers, as production 
of approximately 4,000 sides per day 
until now has gone largely into the shoe 
field. The personnel of the Alpine 
Leather Company, of which Jack 
Kramer is president, and Joe Geisman, 
secretary, has had years of experience 
in the bag and novelty trade. This 
company will carry in stock the 
Colonial black bark patent leather. 
‘Orders for any of a wide variety of 
solors will be filled from Colonial stock 
in Boston. 


Miss Guilford Leaves 
Physical Culture 


New York—Frances G. Guilford, for 
the past three years New York adver- 
tising manager in the Physical Culture 
Shoe division of the Selby Shoe Co., has 
resigned effective July ist. 

No successor will be appointed. The 
New York advertising office will be dis- 
continued, all sales promotion activities 
to be handled directly from the home 
office in Portsmouth, Ohio. 





Morrill Joins Johnson 
Shoe Co. 


Boston, Mass.—Charles W. Morrill, 
well known traveling shoe salesman 
with years of experience in selling to 
the chain store, jobbing, wholesale, mail 
order and department store trade, has 
joined the sales staff of the Johnson 
Shoe Company, Inc., of Norridgewock, 
Maine. ' 

This company manufactures women’s 







CHARLES W. MORRILL 


turns, nurses’ McKay oxfords and 
patent leather taps for misses, women 
and children. Now on his first trip, 
Mr. Morrill will cover the Middle West, 
including Chicago, the South and South- 
east. 





International Sales and 


Profits Increase 


St. Louis—Net income of the Inter- 
national Shoe Company for the six 
months ending May 31 totaled $2,824,- 
612, as compared with $634,989 for the 
corresponding period last year, accord- 
ing to the company’s latest financial 
statement. The earnings per share 
were 84 cents, as compared with 19 
cents for the first half of 1938 and 
$1.16 for the corresponding period in 
19387. 

“Net sales for the period amounted 
to $40,525,983 against $35,891,631 for 
the first half of 1938,” says the report. 
“Subsidiary plants produced materials 
amounting to $20,583,369, which, com- 
bined with our sales, made a total busi- 
ness transacted of $61,109,352. 

“The increase in net sales resulted 
from a substantially larger increase in 
the number of pairs of shoes shipped— 
selling prices being considerably lower 
in this period than in the same period 
a year ago. 

“During the past twelve months the 
shoe industry as a whole has shown im- 
provement in volume; but narrower 
margins have been general, and earn- 
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Babies 
ore as “modern as tomorrow" —and so 
are the new square transparent display 
boxes we can supply, with pique and other 
fabric booties and novelties in the small 0-2 
size run. Make a showing of these spectacu- 
lar units—they'll help dramatize your service 
to the younger children. 


MRS. DAY'S 
IDEAL BABY SHOE CO. 
DANVERS, MASS. 


































FLEXIBLE Wa/king 





SHOES 














ings have not kept pace with sales. Re- 
strictive legislation and increasing 
costs imposed on industry by the gov- 
ernment make it difficult to keep prices 
within reach of the average purse. 

“As announced through the press 
following the annual meetings of Stock- 
holders and Directors on January 23, 
1939, William H. Moulton retired as 
president and Byron A. Gray was 
elected to succeed him. James T. Pet 
tus was made vice-chairman of the 
board. Mr. Moulton continues as a 
director and maintains his deep inter 
est in the affairs of the company. 

“Our new fall lines have been wel! 
received as evidenced by orders sent in 
by our salesmen since they returned 
tw their territories following the recent 
sales convention in St. Louis. 

“The steady operation of our factor- 
ies with almost uninterrupted employ- 
ment of our people is most gratifying, 
and we are hopeful that this may con- 
tinue throughout the year.” 





























Honored for Long Service 


Wausau, Wis.—George Gogg, of the 
sales staff of Porath & Schlaefer shoe 
store here, was presented with a go!d 
wrist watch recently as a token of tlie 
firm’s appreciation of his 25 years of 
service. The presentation was made at 
an outing at the Porath cottage on 
Manson lake, which was attended by 
all of the store’s employees. 



























BOOT anv SHOE RECORDER, July 8, 1939 


Offer Foot Comfort to World’s Fair Goers | 


Dr. Scholl’s foot comfort exhibit in the Consumers’ Building at the New York 


World’s Fair. 


Thousands of visitors have availed themselves of the serv'ces of- 


fered here. 


New York—Dr. Scholl’s Foot Com- 
fort Exhibit in the Consumers’ Build- 
ing at the New York World’s Fair has 
attracted much attention on the part of 
sightseers at the Fair who have found 
it hard on their feet. A staff of six, 
including two chiropodists, are present 
at the exhibit which offers, among other 
things, free foot examinations including 
X-ray and fluoroscope tests. A contin- 
uous talkie at the right of the exhibit 
illustrates common foot ailments and 
describes their causes and treatment. 

A large panel in the center of the 
exhibit shows by means of a figure of 
the human body, the relationship be- 
tween foot ailments and those in other 
parts of the body. This is flanked on 
either side by show cases in which are 
displayed pictures of abnormal feet, 
worn shoes shown so that the parts 
of the sole which have received most 


wear can be examined and linked up | 


with the abnormality illustrated in the 
foot, and Dr. Scholl’s appliances which 
can be used to treat these ailments 
most successfully. 

Special booths for Dr. Scholl foot 
massage are constantly in use by visi- 
tors to the Fair as well as by employ- 
ees. Employees at the Fair whose work 
necessitates their walking or standing 
for long periods have been supplied, 
free of charge, with foot comfort kits. 

There is also an exhibit of. Dr. 
Scholl’s shoes for men and women, as 
well as one of historical shoes from 
all over the world. Sample packages 
of Dr. Scholl’s Zino-pads for corns are 
given to visitors to the exhibit, to- 
gether with information about the com- 
plete Dr. Scholl line and the facilities 
in their home towns of which they may 
avail themselves for treatment. 








Kinney Host to French 
Chain Store President 


New YorkK—A recent arrival in this 
country from abroad is Roger E. Levy 
of Paris, president of André Shoes, the 
largest family shoe chain in France. 

Mr. Levy is in this country for a 
study of American shoe manniacturing 
and merchandising methods. During 
part of his stay here he will be the 
guest of Christoper Mertzanoff, vice- 
president of G. R. Kinney Co., who will 
outline the modern research policies 
that are practised by the Kinney Co. 
on a national scale. 

Mr. Levy expects to be here for about 
a month and will visit the principal 
shoe centers in New England, conclud- 
ing his trip with an inspection of the 
Kinney distribution facilities. 


Describes Commercial 


Exhibits at Fair 


A 116-page June issue of the Ameri- 
can Import & Export Bulletin has just 


been published, containing an interest- | 
ing commercial description of each of | 
the sixty foreign government exhibits | 
and pavilions at the New York World’s 

Fair, including under each country a 

list showing the firm names, addresses | 
and commodities of the individual for- | 
eign exhibitors in each of the foreign 

pavilions that show commercial ex- | 
hibits. The bulletin is published at 8 | 
Bridge Street, New York. 


Purchases Interest in 
Albritton Store 


Fort WortH, Texas—M. J. Ellis, 
formerly with the shoe department of 
the Fair Store in Fort Worth, Texas, 
has acquired controlling interest in the 
Albritton Shoe Store and Foot Com- 
fort Shop at 209 West Seventh Street, 
in Fort Worth. 

E. F. Albritton, who came to Fort 
Worth from Wichita Falls, Texas, to 
open the store in September, 1938, still 











will have an interest in the store, which 
features Conformal shoes. 


Dhe Only 


REG US PAT. OFF. 


COMPLETELY LEATHER 
LINED 


Kio D’Orsay 


MADE AND 


CARRIED 
IN STOCK 


BLACK 
BLUE 
WINE 
RED 


A AND C WIDTHS 


1:80 


Sanitized Leather Linings 
Promote Personal Daintiness 
By Acting to Prevent the 
Formation of Perspiration 
Odors... 


A FEATURE 
YOU CAN FEATURE 


Send for Catalog of Other 
Stock Items 


KEYSTONE 


SLIPPER CO. 
1422 Callowhill St. 


PHILADELPHIA PA. 


NEW YORK OFFICE 
3119 EMPIRE STATE BLDG. 
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TO 
BUY 





Soles and Heels 








METAL FLEX and LITHOX 
CORD Soles and Heels 
The popular Soles and Heels 
today because they do not 
SPREAD, CURL, or BULGE. 

THE LITHOX corp. 
Wapakoneta, Ohio, U. S$. A. 














New Orthopedic Shop 
In Pittsburgh 


PiITTsBURGH, Pa.—This city’s newest 
shoe store, one unique and entirely new 
in its appointments, is that of Dr. N. A. 
Lindenberg and John J. Meara, recently 
opened at 220 Stanwix Street, near 
Liberty Avenue. Dr. Lindenberg is a 
chiropodist with an excellent following 
and Mr. Meara, formerly of Schenec- 
tady, N. Y., brings to the business a 
knowledge of orthopedic shoes and their 
fitting that is proving of particular 
value. He has charge of shoe buying 
and Dr. Lindenberg carries on his pro- 
fession at the new store. 

This new store is located in a new 
and modern building with every facility 
for shoe and foot treatment under the 
most favorable circumstances. Daylight 
is profuse, with two large curved plate 
glass windows and with a glass-encased 
double-entrance door. In the interior 
are two booths for shoe fitting, and two 
for shoe stock. The side walls are in 
light gray with canary colored ceiling, 
a restful combination. The floor rug is 
a Boucle woven coral. Chromium, 
leather-backed chairs and a canary 
leather upholstered davenport give an 
air of comfort. Dr. Lindenberg has 
private rooms for his practice. For 
more than fifteen years he has followed 
his profession in Pittsburgh and is well 
and favorably known. 

Before moving to Pittsburgh, Mr. 
Meara was a director and treasurer of 
the New York State Shoe Retailers’ As- 
sociation. His resignation was received 
with deep regret by his fellow directors 
— associates in the Empire State 

y. 





Opens New Style Offices 


New York—Mrs. Pearl David, for- 
merly with Berté Shoe Styles, has gone 
into business for herself, offering pull- 
overs and style suggestions to the shoe 
trade. Her offices are located in the 
Marbridge Building, 47 West 34th 
Street, this city. 





Celebrates 30th Business 
Anniversary with Store 

New Or.Leans, La.—John M. Kuru- 
ear, manager of the men’s shoe depart- 
ment at Maison Blanche Co., was hon- 
ored during the store’s recent celebra- 
tion of its 30th anniversary, along with 
other Maison Blanche executives and 
employees who have been with the 
store since its inception in 1909. He 
started as a “cash boy” 30 years ago. 





JOHN M. KURUCAR 


Jacob Gitz, senior salesman in the 
women’s shoe department, was simi- 
larly honored for his 30 years of 
service. Maison Blanche advertising 
during the event featured full-page 
newspaper insertions with a photo- 
graph of one of the “oldest” employees 
prominently displayed at the top of 
each page. 


Chicago Showing Hits 
New High 


Curcaco, ItL.—Indications that the 
Chicago area and surrounding territory 
is expecting a good early Fall business 
were registered here June 26 and 27 
at the regular monthly Shoe Buyer’s 
Days conducted by the Chicago Shoe 
Travelers at the Hotel Morrison. Nor- 
man N. Souther, president, reports the 
June -show was the most successful 
since the monthly events were started, 
both from the point of volume of sales 
and from the number of exhibitors 
showing. There were 72 lines shown 
this time, the largest number since 
the shows were started, and the organ- 
ization found it necessary to take over 
an additional floor to accommodate the 
firm representatives. 

Retailers appeared to be in a most 
cheerful mood and bought confidently 
in all types of Fall lines. Nearly ali 
of them reported that they have ex- 
perienced one of their most successful 
white seasons in many years and that 
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SOCK 
LININGS 
give your shoes 
triple “buy appeal” 
Reletha’s authentic 
colors . . beautiful, 
leather-like finish .. . 
and exceptional dura- 
bility make any shoe 
worth more. You can’t 
go wrong in specifying 
this quality substitute 
for leather sock lining! 
















PROSPECT MILLS CORP. 
15 Chestnut St.. Cambridge, Mass. 





white stocks are extremely low. An 
increasing demand for sport shoes, 
spectator sports and play shoes has 
also helped to boost their volume, re- 
ports indicated, and helped to estab- 
lish confidence for early Fall buying. 
Heaviest attendance from outside the 
immediate Chicago area was from 
smaller Indiana towns where business 
has been particularly good throughout 
the Spring and Summer. 

Orders for black suede topped the 
volume sales by some 80 per cent, with 
demand for rich browns second, and 
wine and tan shades third. Some black 
patents were ordered and there was a 
lot of interest and inquiries for alliga- 
tor. High front step-ins, built-up pump 
effects, and high cut ties sold well. 
There was brisk buying of open shanks 
and in the very high style lines some 
open toes bought. There was also a 
lot of interest in the newer Dutch ver- 
sions and in the high wall last patterns 
with mudguard trims. Braided and 
beaded effect appeared as trim on man) 
of the models sold. 





Julian B. Hatton Resigns 


Grand HAveEN, Micu.—Julian B 
Hatton of Grand Haven, Mich., who 
has been president of the Eagle-Ottawa 
Leather Company since 1936, has re- 
signed his position with this company, 
effective July 1st. 
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justments over long periods! 











Retail, per pair . . . 


Men's Sizes: 67, &9, 10-11, Wide, Medium, Narrow 





Welcome relief for tired , 
aching feet, foot and leg 
pains due to weak or 
fallen arches. Easy to fit 
to any individual foot! 
Merely insert a pencil or 
similar pointed instru- 
ment in hole in heel of 
upper plate. Swing it out, 
as shown in cut. Bend it 
j over the edge of a table 
or chair until it has proper elevation. Then return 
it to proper position. Easy to make additional ad- 


Price, per doz. pairs . . . . . $18.00 
$3.00 


Women's Sizes: >3, 3, &7, Wide, Medium, Narrow 


Greater Profits .. . Better Volume 


se ARROWSMEFH> 
Se “Eoot-Restur’ 


M* KE greater profits . . . 
assure better volume and 
repeat business . . . by giving 
Customer Satisfaction. Dr. 
Wood's products have proved 
themselves over a period of 
more than 20 years! 
Recommend Dr. Wood's Foot 
Cushions to your customers 
suffering with pains, cramps, 
callous and burning sensations 
at the fore part of the foot 
caused by weak arches. 
UNDERSIDE COATED 
WITH SPECIAL CEMENT 
. . . makes Foot Cushion se/f- 
adhering . . . fits invisibly in 
any shoe and becomes part of 
the shoe. Sell several pairs to 
each person to fit as many 
different pairs of shoes! 


Women's sizes: 2, 3, 4, 5, 6 7, & 9 
Men's sizes: 6, 7, 8 9, 10, 11, 12 












1 FOOT CUSHION 










SHOE SUNDRIES, Inc., 219 W. Chicago Ave., Chicago 














Made of finest quality gray 
grain leather, with /ive sponge 
rubber metatarsal cushion, and 
Special pressed cork lift for 
Inner Longitudinal Arch. 


200% 
Profit! 


You Pay $4.00 Doz. Prs. 


You Sell *1.00 Per Pair 
200% PROFIT! 




























Sa-Val Increases Production 


Los ANGELES, CAL.—Because of the 
increasing demand for Sa-Val Foot- 
wear, this fast-growing shoe manufac- 
turing concern has taken over the en- 
tire plant of the Walsh Shoe factory 
in this city. Here Sa-Val of Hollywood 
will continue to manufacture its well- 
known line of high-grade, high-style 
footwear made by the Del-Mac process. 

In discussing present and future 
plans, Theodore A. Saval, head of the 
firm, indicated his intention to make 
this line one of distinction, personality 
and value which every woman will 





recognize. 

Sa-Val of Hollywood will operate as 
a subsidiary of the California Shoe 
Company, manufacturers of fine sport 
footwear. 

For the past year, Mr. Saval has 
been engaged in the shoe business in 
Hollywood where he has designed and 
produced custom-made footwear for 
many of the famous stars of the screen. 

For many years before coming to 
America, Mr. Saval worked as a shoe- 
craftsman in a number of the leading 
shoe centers of Europe. This not only 
gives him a background of knowledge 
but enables him to bring a broader 
understanding of the universal desire 
for beauty and individuality to bear 
upon every model he creates. As a de- 
signer he deplores the avalanche of in- 
tricate and impractical styles which has 
descended upon the trade. In com- 





menting upon the too-common lack of 
appreciation on the part of designers 
and manufacturers of the need for 
beauty of line and exquisite styling 
without fanaticism, Saval says: “In 
order to make really beautiful shoes, it 
is necessary at all times that high style 
and painstaking craftsmanship go hand 
in hand.” 

The Sa-Val of Hollywood line will be 
shown at forthcoming national and im- 
portant regional shoe conventions. 





Work Speeded on 
Maryland Bata Factory 


BALTIMORE, Mp.— While work is 
going along speedily on the new fac- 
tory building of the Bata Shoe Com- 
pany at Belcamp, Harford County, Md., 
a small group of workmen is busy mak- 
ing the necessary alterations to a very 
old building which will temporarily 
house the skilled shoe workers who will 
soon come from Zlin, Czecho-Slovakia 
to train the other workers who will be 
employed by Bata. 

This -building, which will be used for 
a dormitory, is a 17l-year-old dwelling 
and considered to be one of the finest 
examples of Colonial architecture in 
Maryland. This dwelling looks out on 
the Bush river and is situated on a 
knoll just off the Philadelphia Road, six 
miles south of Aberdeen. The founda- 
tion walls are of stone, three feet thick. 
There are two floors and a basement. 





There is a center hall that runs from 
front to back on each floor and this hall 
is forty feet long and twenty feet wide 
and is flanked by huge rooms on each 
side. To give some idea of this old 
building, it now has eight monster fire- 
places. Very few nails were used in 
the construction of this building and all 
of the oak framing is held together by 
tongue and groove and mortise and 
tenon joints are secured by heavy 
locust pins. A secret stairway, just 
about large enough for one man to use 
at a time, runs from behind the living 
room paneling to a closet on the second 
floor. Wood paneling of various types 
is used for wainscoting and everything 
in the old mansion is sound and in per- 
fect shape but, for added safety, the 
fireplaces are to be rebuilt and steel 
lintels put in them. Near the peak of 
the south gable is a clay marker which 
reads “1768 A.H.” The “A.H.” is said 
by historians to be the name wf the 
builder, one Aquilla Hall. 


































Five-and-Ten Opens 
Shoe Repair Section 


INDIANAPOLIS, IND.—McCrory’s Five 
and Ten Cent Store has opened a shoe 
repair department in the basement. 
The new section is under the super- 
vision of an expert repairman, and 
shoes are repaired while you wait. A 
complete line of modern shoe repair 
machinery has been installed. 















TO 
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Nurses’ Shoes 
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Flexible, “pe Retainin 
* OXFORDS 
Made on the 
NEW OSCO 
SUPER PLIABLE 
Process 
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Owens SHoe Co. 
28 Goodhue St., Solem, Mass. 





Doubles Store Space 


Macon, Mo.—Tom Hartman, owner 
of the New York Store here, recently 
announced the purchase of a store build- 
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ing adjoining the present location. The 
space will be used to double the present 
size of the store, as the two buildings 
will be merged into one store with a 
single front. 


Stimulates Foreign Buying 
Of Products 


Sr. Louis, Mo.—To stimulate buying 
of St. Louis products in foreign lands 
and to increase the number of visitors 
to the city, the Chamber of Commerce 
Foreign Trade Bureau, with the co- 
operation of the city and leading busi- 
ness firms, is sponsoring an advertising 
campaign which will reach 100,000 
foreign business men. 

The campaign started in June and 
will consist of six full pages of ad- 
vertising which are scheduled to appear 
in the American Exporter and the Im- 
porter’s Guide. The copy is to be 
published in three languages, English, 
French and Spanish. The campaign is 
being partly financed by nominal con- 
tributions made by St. Louis firms, in- 
terested in foreign markets. 


Enlarges Shoe Department 


DENVER, COLO.—Rosenstein Bros., op- 
erators of the Leeds Shoe Stores in this 
territory, have increased the size of 
the shoe department at the Broadway 
Department Store by about three times 





Larger Department for Growing Volume 


Los 
have 


Angeles, Calif —The Brooks Clothing Co., 644 South Broadway, this city, 
completed their new shoe department, made necessary by the steady increase 


in volume of business of the past three years. 


and stay with it 


worked at regular intervals 
tion to the regular 


with attractive ad 
newspaper publicity. 


of merchandising 
Fats poltey ne qnatled then depertenents to heey thelr 
low and at the same time show a constantly increasing repeat business. 
and addresses of all customers are kept on a mailing list and these names 


maticr. This is in addi- 


IN S$TOLK ’ PRE WEHLTS 


Style 553—Tan Elk 
Style 554—White Elk 


When a line of children's shoes is ac- 
cepted and sells as readily as Elam's 
does—there must be mighty good 
reasons. The better ingredients, the 
quality shoemaking, the fair prices, 
are all strong reasons why retailers 
prefer Elam's. If you haven't done so 
as yet, look into the Elam line. You'll 
be well pleased with what it can do 
for you. 


F.S. ELAM SHOE CO. 








since purchasing that firm several 
months ago. The department has been 
completely rebuilt as a part of the ex- 
pansion program, and thus becomes one 
of the feature sections of the store. 
Veteran shoe men, Rosenstein Bros. 
have applied a new idea in department 
store operation in using a very large 
shoe department, not only as a means 
of creating direct extra volume, but 
also for purposes of building up the 
general following. 


W. B. Coon Declares Dividend 


RocHester, N. Y.—The W. B. Coon 
Shoe Company, here, announced that 
its board of directors have declared a 
dividend of $1.75 per share on out 
standing preferred shares and a divi- 
dend of 15c. per share on outstanding 
no par common shares. Both dividends 
are payable Aug. 1 to stockholders of 
record July 15. 


Indiana Travelers to 
Open Remodeled Quarters 


INDIANAPOLIS, IND.— The Indian: 
Shoe Travelers headquarters in th: 
Hotel Washington has been renovate: 
and redecorated. New furniture an: 
other new equipment has been installed 
A special invitation has been extende:! 


by the officers to non-members to atten 


an informal opening at a later date. 
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Color Fall Windows 
with Decorative 
Display Cards 

and Price Tickets 








1.10. 12 Doz.—$2.00 

With Store WN bn printed 
100 tickets 3-00 
200 tickets—-$5.00 


Check with order pleas, un- 
jose C.0.D. preferred. 


DISPLAY CARDS 
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foreeful ne 
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Union Made 








209 SOUTH STATE STREET © CHICAGO, ILLINOIS 











Bhort Backh-Pert Last te 
preven! gepping and slipping 


Let Nu-Matic FLEX-POISE Shoes bring 
you new merchandising possibilities .. . . 
extra sales .... and extra profits ... . 
because they offer extra style and health 
construction features at the same price 
of ordinary shoes ... . Start in Today! 
* Short Back-Part Las to prevent gapping and slipping. 

* Extra Toe Spring to prevent unnecessary wrinkles over vamp. 
* Outflair Wide Tread Last providing full foot treedom. 


SPECIAL 
DGED HEEL 














ROHN SHOE MANUFACTURING CO 
FLORIDA STREET, MILWAUKEE, WIS 








Obituaries 
Arthur W. Shaw 


Boston, Mass.—Arthur W. Shaw, 
the first salesman to travel the New 
England stares with the line of the 
Vitality Shoe Company, branch of the 
International Shoe Company, died re- 
cently following a brief illness at his 
home in Marblehead, Mass. He was 59 
years of age. 

Mr. Shaw, who had been in the shoe 
business during his entire business life, 
at one time traveled through the Middle 
West and Northwest for Hanan & Son, 
and later was a member of the sales 
force of the Stetson Shoe Company. He 
had been with the Vitality Shoe Com- 
pany for a number of years. 

In addition to his high ranking in his 
chosen profession, Mr. Shaw was noted 
for the umber of friends whom he had, 
not only in the shoe industry, but in 
many other walks of life as well. 
Friendship meant more to him than a 
pat on the back and he will be remem- 
bered at least as much for his willing- 
ness at all times to be of real assistance 
to his friends as for his ability to get 
and hold business for the company he 
served. 

Business associates from the head- 
quarters office in St. Louis and from 
Manchester, N. H., a delegation from 
the Boston Shoe Travelers’ Association, 
of which he was an active member, and 


a large number of merchant friends, 
attended the funeral services, which 
were held June 30, in the chapel of the 
Pine Grove Cemetery, Lynn, Mass. 


Fred Drew 


BrRocKTON, Mass.—Fred Drew, for- 
mer president of the Brockton Last 
Company and one of the men instru- 
mental in founding the St. Louis Last 
Company, died at his home in this 
city on June 23. He was 73 years of 
age and had been in ill health for 
about six years. 

Mr. Drew was born in East Wey- 
mouth, graduated from the public 
schools of that town ard entered the 
employ of the Brockton Last Co. as 
bookkeeper soon after. From that posi- 
tion he worked his way not only to the 
presidency of that company but of the 
People’s Savings Bank, as well. 

Active in Masonry, he was a former 
illustrious master of the Brockton Coun- 
cil, R. and S. M.; former eminent com- 
mander of the Bay State Commandery, 
K. T.; and a member of the Shedad 
Grotto, M. O. V. P. E. R.; the Aleppo 
Temple, Order of the Mystic Shrine, 
Paul Revere Lodge, A. F. & A. M.; 
Satucket Royal Arch Chapter and the 
Massachusetts Consistory, 32nd degree. 

Mr. Drew was a director of the 
Brockton Agricultural Society which 
sponsors the Brockton Fair; and a 
member of the Thorny Lea Golf Club, 


the Boston Boot and Shoe Club and the 
Commercial Club of this city. He leaves 
one son, John B. Drew, and a brother, 
Frank Drew, who makes his home in 
Washington. 


Philippe Pellerin 


MANCHESTER, N. H.—Philippe Pelle- 
rin, for more than 60 years a resident 
of this city and for more than 30 years 
in the retail shoe business, here, died 
June 17 at the home of his daughter, 
Mrs. Adelard Lanoie. He had been in 
failing health for a long time, having 
been confined to his home for about 
three years. He retired from active 
business 15 years ago. 

Mr. Pellerin was born in St. Boni- 
face, P. Q., almost 78 years ago. When 
he was four years old his parents emi- 
grated to Black Brook, N. Y., where his 
father followed the trade of charcoal 
burner. Five years later the family 
moved to this city, where at the age 
of nine, Mr. Pellerin went to work in 
the Amoskeag mills. A few years later, 
while still employed in the mills, he 
clerked nights in the old Wingate and 
Gould shoe store and later for A. T. 
Beaumier. After a few years he left 
the mills to give all his time to clerking 
in the Beaumier store, of which he was 
manager for a period of five years. He 
later bought out this business and con- 
tinued its operation for more than 30 
years at 521 Main Street. 
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Forty Years of Progressive Conservatism 




















The remodeled interior of the Meyer Shoe Store reflects the modern trend in shoe 
store design with new fixtures, ample display space and the latest in indirect 
illumination. 


PENSACOLA, FLA. — The name of 
Meyer in the shoe business dates back 
to the Ci\il War era. The late Albert 
Meyer took charge of a Selma, Ala., 
shoe store in 1892. Ten years later he 
established his Pensacola store near 
the wharf, which was then Pensacola’s 
bon-ton section. At the time the side- 
walks were wooden planks known as 
“banquettes.” 

Constantly building on the policy “A 
satisfied customer is the greatest asset 
of any business,” Mr. Meyer developed 
his Pensacola business into an institu- 
tion. 

His son, Ferdie E. Meyer, formerly 
maintained his residence in New York, 
but with the opening of the new store 
in February, 1935, he became actively 
associated with the Pensacola business 
as president. 

The new store was completely re- 
modeled by the Georgia Showcase Com- 
pany. By arrangements with a local 
furniture company the floor covering 
was cut by hand in Pensacola. 

The floor covering, designed by mem- 
bers of the store personnel, is battle- 
ship linoleum, green and tan with a 
double border of hand inlaid squares 
and diamonds. The carpeting is of 
harmonizing green. 

The ceiling is of white Temlock 
squares, Temlock being a locally man- 
ufactured product. 

At 4 o’clock, Feb. 6, 1939, the public 
had its first glimpse of the new store 
in its Spring-like attire. Within an 
hour and a half after the opening, more 
than 500 sample slipper trees had been 
given visitors. The formal opening 
was attended by more than 4,000. 

Tones of green, ivory, and tan com- 
bine to give the interior an air that is 
smartly conservative. The walls are 
light green. Indirect lighting makes 
fitting easier for both employees and 
customers. Grained walnut and English 
hardwood, with circular showcases, and 
a unit hosiery display and wrapping 





counter, in fact, every detail carries 
out the words of Mr. Frenkel, “The 
shoe business must be kept strictly up 
to date or it won’t be a business.” 

A complete air-conditioning system 
was installed in 1937, and it has been 
evident that making shopping comfort- 
able has stimulated sales, especially in 
seasons when people used to put off 
buying until cooler weather. 

All well-known lines in the higher 
bracket of shoes are handled. Ladies’ 
shoes from $6.50 up are carried. Clear- 
ance is effected by semi-annual half- 
price sales. 

Window displays are changed every 
two weeks. The ladies’ window is deco- 
rated by Mr. McVoy, and the men’s 
window by Mr. Bobe. Incidentally, the 
entire sales’ force in this store hasn’t 
changed in 21 years. 

Most of the advertising is of the 
institutional type, handled through the 
medium of newspaper. Some direct- 
mail to customers has brought many 
favorable comments, although there is 
no way to check upon the results ex- 
actly. 

The hobbies of the store personnel 
have tied in nicely with the work of 
the store. Mr. Meyer has kept his 
Leica busy, preserving some of the 
best features of the store pictorially. 
He has his own dark room and is an 
enthusiastic member of the Pensacola 
Camera Club. 

To Mr. Frenkel, manager of the store 
since 1916, except for a brief period 
during the war, shoes have been a 
hobby as well as a life work. He does 
not speak often of the hobby, that of 
keeping a private file of shoes. In this 
catalog he has a pair of every type 
of shoes which has graced the feet of 
women during three decades. 

“T don’t know why I keep them,” he 
explained, “but I like to see how styles 
change.” Among the collection is one 
number of which he is justly proud, 
a shoe designed by him, which has 
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proven to be one of the best sellers dur- 
ing the period of the late teens and 
early 20’s. 

This is a store in which every step 
toward modernization has been made to 
keep abreast of the times. And yet, the 
particular boast of both the president 
and sales force is that the store is not 
just one more store, but a Pensacola 
institution, which has sold to and given 
satisfaction to successive generations. 


EDITOR’S OUTLOOK 


Is Overhead Eating 
Up All Profit? 


[CONTINUED FROM PAGE 22] 
service of fitting and selection, in keep- 
ing with the goods bought. Fancy 
styles, in the perishable field, must be 
handled so that they carry a higher 
mark-on. Standard goods — children’s 
shoes and the strongly competitive 
items rate a lower mark-on .. . other- 
wise you don’t get the business. Clear- 
ances are dead loss. 

These are some of the things to think 
about before the new shoes come in fo: 
the new season because, remember, 
profit is the primary motive of business 
and you won’t be in it long if you don’t 
show a profit for the capital, brains 
and time invested. 





Merchandising to Keep 
Stocks Clean 
[CONTINUED FROM PAGE 32] 


a family shoe store unless kept well in 
hand. If one can break even or make 
a little money on novelties, he is doing 
about all that can be expected. Con- 
sumers can see dozens of patterns in 
a specalty or chain store, while four 
or five is the most a family store can 
hope to offer successfully. And it takes 
good selling to prove to a custome: 
that those on the shelves are right.” 

Even so-called staple merchandise 
has the style angle and must be 
watched. One reason the men’s busi- 
ness is so good this season is due to the 
many new things introduced by the 
manufacturers. 

“There is no sense in promoting 
men’s and children’s shoes at sale 
prices for these shoes are invariably 
bought only when needed. The best 
way is to take good branded lines and 
feature them, for branded shoes are 
the backbone of the good family shoe 
store,” Mr. Gilman concluded. 





Warren Shop Remodeled 


SaRasoTa, FLaA.—Mrs. Oza Warren, 
owner of Warren’s Shoe Store on Main 
Street, has remodeled the shop and 
installed a complete new neon floures- 
cent lighting system. The shop has 
been modernized in every way and pre- 
sents a most attractive background for 
the high grade shoes which Mrs. War- 
ren features. 
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To Hold Annual Outing 


New YorK—The Saks-Fifth Avenue 
23 Club of the women’s shoe depart- 
ment, Saks-Fifth Avenue, will hold its 
10th annual outing and boat ride July 
8 at Karatsony’s, Glenwood Landing, 
Long Island. A large attendance of 
manufacturers and employees is ex- 
pected. There will be dancing on the 
boat in the morning, at the dining hall 
and on the moonlight sail back to town. 

Max Cohn is chairman of the ar- 
rangement committee for this affair. 
He is assisted by S. Twergo, H. Bern- 
stein, S. Sandler, W. Getty and E. 
Teschon. 





WARNING 


During the past few months an un- 
authorized and fraudulent agent has 
victimized a number of Boot ANd 
SHoe Recorper subscribers by collect- 
ing money in cash and checks for sub- 
scriptions to Boot anno SHoe Recorper. 

All authorized subscription represen- 
tatives of Boot ann SHoe Recorver have 
a letter of authority issued on the sta- 
tionery of Boot anp SHoe Recorper, 
said authority being signed by W. H. 
Hennessy, Jr., Circulation Manager, 
and we ask your co-operation to the 
end that no money be paid to anyone 
claiming to represent our company who 
cannot or does not produce his author- 
ity. 

In the event that you are approached 
by anyone claiming to be a Boor anv 
SHos Recorper circulation representa- 
tive who is unable to show his authority 
to collect money and issue valid receipt 
jor same in our name, will you please 
wire us collect immediately and notify 
local authorities? 





A Great Day for the Irish 


AYRSHIRE, [A.— Clayton Kelly, in the 
retail shoe business in Rockwell City, 
Ia., and son of J. M. Kelly, shoe re- 
tailer at Carrol, Ia., for more than 50 
years, was married recently to Miss 
Vivian Kelly, here. The marriage was 
performed by Rev. John S. Kelly, Den- 
ver, Colo., brother of the bride, and 
Rev. John J. Kelly of Graettinger, read 
the Nuptial Mass. 

Maurice Kelly, sister of the bride, 
was bridesmaid, and Robert Kelly, 
brother of the groom, was best man. A 
reception was held by the bride’s 
parents, Mr. and Mrs. J. M. Kelly. 


Joins Edwards Shoe 
Department 


Rocnester, N. Y. — Henry Cherry, 
former manager of the Things Shoe 
Store at Gloversville, N. Y., has been 
appointed to a sales position in the 
shoe department of the E. W. Edwards 
erent Store on Main Street, East, 

re. 


May Shoe Production 
Maintains Increase 


WASHINGTON, D. C.—Total produc- 
tion of boots, shoes and slippers, other 
than rubber, for May, 1939, according 
to the monthly release from the Bureau 
of the Census, Department of Com- 
merce, was 32,109,950 pairs, a decrease 
of 1.4 per cent from production in 
April. This figure, however, indicated 





PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 
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an increase of 5.4 per cent over pro- 
duction in May, 1938. Production for 
the period January to May, 1939, was 
11.8 per cent greater than that for the 
same period a year ago. 

Production of men’s dress shoes de- 
creased 123,987 pairs from the number 
produced in April, 1939, but increased 
524,115 pairs from those produced in 
May, 1938, and showed an increase of 
14.6 per cent in the period January to 
May, 1939, over the same period last 
year. There was an increase of 126,933 
pairs of men’s work shoes over the 
total produced in April this year and 
an increase of 329,872 pairs over those 
produced in May, 1938. There was also 
an increase of 28.9 per cent for the 
five-month period over the same period 
last year. 

Production of youths’ and boys’ shoes 
increased 36,964 pairs over production 
in April, 1939, and 222,875 over pro- 
duction in May, 1938, with an increase 
of 19.1 per cent for the five-month pe- 
riod over the corresponding period a 
year ago. 

The increase in production for wo- 
men’s shoes over April, 1939, was 
1,021,439 pairs; over May a year ago, 
923,454 pairs, and 17.3 per cent greater 
than production of women’s shoes for 
the five-month period. 

Production of misses’ and children’s 
shoes increased 329,194 pairs over 
April, 1939, and 57,243 pairs over May, 
1938, with an increase of 17.2 per cent 
in production for the five-month period. 

Production of infants’ shoes de- 
creased 126,935 pairs from production 
in April and increased 8,606 pairs over 
production in May, 1938. An increase 
of 12.4 per cent was shown for the 
five-month period, January through 
May, over the corresponding period a 
year ago. 


X-RAY Shoe 
Fitting Earns 
| Parents’ 
| Continued 
Patronage. 


| Speed Up Shoe Sales 
| With X-Ray Fitting Service, finding 
the right pair of shoes is greatly sim- 
plified. Lengthy discussions about 
fit are eliminated, doubts quickly 
removed. Customers can see that 
the shoes you recommend are right! 
On “sale days”, especially, will the X-Ray 

Shoe Fitter prove its worth 

..,. enable you to complete 


more satisfactory sales dur- 
ing rush hours. 





aT 
ii { ") Write for details. 


| [$EIRESTeS X-RAY SHOE FITTER, Inc. 


| 3533 N. Palmer Street, Milwaukee, Wisconsin 





Less Floor Space 
More Shoe Business 
[CONTINUED FROM PAGE 36] 


come to this department now with the 
thought that there are youngish shoes 
for him and he isn’t walking in the 
stilted styles of the man “that’s get- 
ting old.” 

Which might be summed up as a 
simple statement of good selling policy 
known as “Flattery of the Feet.” 


Devlin Store Enlarging 


STockTon, CALIF. — Devlin’s Shoe 
Den, 5 South Sutter Street, has taken 
the second step in an expansion pro- 
gram which will double its present 
floor space. The space at 9 South 
Sutter Street, adjoining the present 
store, has been leased by Jack Devlin, 
the owner. The interior of the store is 
being remodeled to conform with the 
decorative scheme of the present Shoe 
Den, and new window displays are be- 
ing installed. This space will be ready 
for occupancy shortly. 

This is the second time within eight 
months that the Shoe Den has ex- 
panded. Last October the quarters at 
7 South Sutter Street were added. The 
new addition will provide a total street 
frontage of 34 feet and an interior area 
of 600 square feet. 
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SALESMEN WANTED 


SALESMEN WANTED 


FOR SALE 








WANTED Salesmen experienced in the sale of RUBBER FOOTWEAR 
for New York State, Pennsylvania, Iowa, Wisconsin, Minnesota and 
Southern States. Well-known line—liberal commission basis. 
tion to non-conflicting line. State full information in reply. 
Address $327, Care BOOT & SHOE RECORDER 
140 Federal St., Boston 


No objec- 








GRADE A SALESMEN WANTED 
I am looking for salesmen who can rep- 
resent my line in the Chicago and New 
York territories; and what I want is a 
salesman and not an order taker. My 
proposition is so unusual that at the 
start it would probably not be large 
enough for a man to handle exclusively 
but would fit in splendidly with a man 
handling a high grade line of men’s 
shoes or possibly a high grade line of 
women’s shoes. The salesman I want 
must have good education, must be ag- 
gressive in approach, yet high grade and 
not overbearing, and enthusiastic about 
new ideas. This line would be a valu- 
able second line for a high grade sales- 
man to carry. It goes only into the best 
stores in America because that is where 
it will sell on the basis of its price and 
style appeal. For further particulars 
reply to ale 
BOOT & a" Shok RECORDER 
239 Street 


West 39th 
New York, N. Y. 











Seaman for Western Pennsylvania, Ohio, 
po ny — and States for a —— 
priced line of children’s shoes 
women’s sports, ‘Gan be carried, a8 side line’ on 
Shoe Recor ress £321, care Boot 
Recorder, 239 AWest 39th Street, New 





S4ye and Le for Bronx, Westchester, Brook- 
lyn and L Long Island for a 


sports. Address 
Shoe R Recorder, "239 West 
39th Street, New York, N. 





SA BY ESTABLISHED MANY. 


& 
STREET, NEW YORK, N 





EXPERIENCED SALESMAN 
WANTED for Louisiana who is interested 
in a sound and profitable connection. Large 
volume of business established in this terri- 
tory. Ours is fast styled, fast selling line 
In Stock Women's Novelty Footwear. 


Address Shu-Stiles, Inc. 








1214 Washington Av., St. Louis, Me. 


MUS5t sell, valuable, a. shoe collection, 150 
pairs from all age, world. Offer con 
i Floyd G. Frederick, 130 Main St 
Souderton, Pa. 





OR SALE—Shoe Store—Southern city o 

100,000 population. Handling ee price: 
ladies’ shoes. Excellent location. Low rental 
Small inventory. Can buy very cheap. Mus 
sell because of other interests. Address $325 
care Boot & Shoe Recorder, 239 West 39t! 
Street, New York, N. Y. 





Pe price family shoe store for sal 
100% location, B yn, N. Y. Fine fix 
tures. Personal reasons for selling. Addres 
$284, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








IDELINE SAL ESMEY WANTED. ME ns 


owe Line, ease Petal Men’s my 
and $5.00 ene ort Wide Test Line 


Ca Fall Line = i o- 
i WINCHELE SHOE atre. 
CO. NATICR, MASS: 





LINE WANTED 


GREATER NEW YORK AND VICINITY 

energetic young salesman to represent fac- 
tory or jobber of Men's, Women’s or Children’s 
Shoes. Good references. Address £329, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





FOR LEASE 








WOMEN'S SHOE DEPARTMENT 


For lease in Phoenix, Arizona. 100% loca- 
tion. Business well over $40,000 yearly. 


Available 
AUGUST Ist 
write to 
WILLIAM BEATUS, INC. 
370 Seventh Ave., New York, N. Y 











SHOE Department For Lease in up-to-date, 
air conditioned, smart, modern, Ladies 
Ready to Wear Store in town of 25,000. Fix 
tures furnished. Martins, Longview, Texas. 





poaaen representative of New York slipper 
concern desires connection with a general 
house slip line in both low and popular Price 
field =) a a, te Rs Can give 
Al Wri Cohen, 733 
WE Avenve, St fy Mo. 





Bexs LINE WANTED for Wisconsin ¢s- 
tablished trade, by experienced salesman. 
Address $322, care Boot & pare Recorder, 
239 West 39th Street, New York, N. Y. 





FOR Dallas, Texas, Cperueiy for 
manufacturers to . St ine with 

retail accounts and small chains. This will 

you running thru the dull . Lines “a 
merit can be factored. We are thoroughly ex- 
perienced and have sold the best volume ac- 
counts in the Southwest for fifteen rs. 
opportunity was never better for live manu- 
facturers of Ladies’ Style Shas Dog 

prices than it is now in this terri ddress 
$323, care Boot & Shoe Rooae 239 West 
39th Street, New York, N. Y. 





LINE wanted for 1 queen Towa and 
Dakotas. Address $331, care Boot & Shoe 
arg. 239 West 39th Street, New York, 





100% location, room 25 x 80, new, moder: 
building, Grand Rapids equipped—beau 
tiful displa windows, all ready to move stock 
in, rea le rental. No shoe store in town 
$000 population, additional drawing 4000. Just 
closed out this store after 32 years—very 
profitable business always. Responsible opera 
tors only, individuals preferred. Wire D 
Schanberg, Hubbard, Ohio. 


Lines SHOE DEPARTMENT for lease 
in — ng BY A ye — to 
on or side imess district 
Sor ‘neta, Missouri; 100% location, won 
derful opportunity for medium and better priced 
line; nationally known chain preferred. Ad 
dress $326, care Boot & Shoe Recorder, 259 
West 39th Street, New York, Y. 











SHOE DEPTS. WANTED 


S EVERAL | Shoe Depts. to retail a fast line 
of women’s shoes at $3.00 & $4.00. Advise 
Details. Address $330, care Boot & Shoe 
a al 239 West 39th Street, New York, 





x 








For all other 
twelve words should be added for the address. In 


advertisements is $5.00 an inch with a maximum of 46 words. 
in advance. 


CLASSIFIED ADVERTISING RATES 


“Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. 
classified advertisements the rate is 7 cents per word. anetan Date, 0S 


Mini- 
all other cases each word of 
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WANTED TO PURCHASE 





PATENT ATTORNEY 








USED LASTS | 


Wanted for MEN'S and 
LADIES’ SLIPPERS. 


mm. 











SHOE STOCKS BOUGHT 


Complete or Pari 
Wholesale or Retail! 
BARIS SHOE COMPANY, inc 
70-81 READE STREET, NEW YORK, ™ 
Telephone WORTH 2-5180-518! 








t.. Cor. Charcr 
71-7887 New York Oity 








Buyers of Surplus Stocks 
front wanutustarers, feabers or remiiere 
QUANTITY NO OBJECT 























Hefflinger Teams Attend 
Annual Party 


OmaHa, NeEs.—The Hefflinger Shoe 
Store athletic teams held their annual! 
party, recently, at the home of their 
sponsor, Ralph O. Hefflinger. The bas- 
ketball team was paced by Roman Roh, 
all-Missouri Valley Conference center 
and high-scoring record holder, from 
Creighton University. This team won 
the championship of the Pre-Season 
League, the Greater Omaha League, 
the Southern League, and the Midwest- 
ern Y. M. C. A., A. A. U. Class A 
tournament. 

The W. L. Douglas basketball team, 
sponsored by Hefflinger’s, was runner- 
up in the Omaha League, finalist in 
the Central Club tournament and semi- 
finalist in the Midwestern Y. M. C. A., 
A. A. U. Class B tournament. 

The two bowling teams were only 
fairly successful this year, but were 
strong contenders most of the time. 





Plenty of Business on 
World’s Fair Feet 


New YorkK— With some fifty-odd 
miles of exhibits to see and a gathering 
place for feet that can’t absorb mile- 
age, the New York World’s Fair is 
somewhat of a proving ground for shoes, 
foot specialties and arch supports. So, 
Help Feet, Inc., manufacturers of foot 
specialties, has found out in their busi- 
ness at the Stuart Brooks Red Cross 
Shoe Store in the Fair grounds. 

A short time ago, a complete window 
display of their products was shown in 
the store and was directly responsible 
for a very substantial gain in the sale 
of their products. 


Ventilated Promotion Results 
In Sell-Out 


St. Louis, Mo.—True to his predic- 
tion that the current Summer season 
would see the biggest year in the his- 
tory of his shoe department for venti- 
lated shoes, Harvey Kopp, manager of 
the Boyd-Richardson’s Shoe Store at 
6th and Olive Streets, here, cashed in 
recently with one of the biggest selling 
splurges on ventilated shoes St. Louis 
has seen for some time. 

Headlining his store advertising, win- 
dow displays and newspaper advertis- 
ing with the title: “Cool as an onshore 
breeze,” the shoe department in a ten 
day period sold slightly better than 400 
pairs of men’s ventilated shoes in a 
wide variety of styles, colors and de- 
signs. 

The advertising and displays on the 
shoes were instituted on a Friday 
afternoon. That afternoon only 18 
pairs of the ventilated shoes moved, but 
the following day tabulations show that 
168 pairs sold out sharply. 

Selling was average during the early 
part of the next week but a follow-up 
advertisement in the morning news- 
paper brought sales in the 80’s on both 
Friday and Saturday. 

The ventilated shoes were offered in 
tan and white, brown and white and 
all-white, with all-white getting a slight 
edge in the buying frenzy. 

Store promotion consisted of care- 
fully arranged display tables and island 
pair” to purchasers of other type shoes. 
displays plus pushing of a “second 
Clerks merely mentioned to customers 
the following: “You can keep cool with 
these ventilated shoes.” 


LEARN 


ADVERTISING 
NEOsLOITT 


IF you are an executive, a junior 

executive, or a person with good 
background, you will find the Vincent 
Edwards Correspondence Course in 
Advertising educational: interesting: 
valuable! 


It is a high-grade course, on an im- 
portant subject, the knowledge of 
which will make you a more effective 
business person. 

It teaches how to write: it teaches 
advertising: it teaches merchandis- 
ing: it develops clear thinking on busi- 
ness subjects. It is an advanced course 
for mature people. 


Write today for the free booklet 
- « «it is interesting, inspiring and well 
worth reading. 


VINCENT EDWARDS 
ADVERTISING COURSE 
342 Madison Avenue New York City 














Pleased Customer Best 
Ad Medium 


Laconia, N. H.—One of the newest 
and most modern retail shoe stores in 
Laconia, N. H., is the Quality Shoe 
Store, with an ideal location in the new 
and imposing F. W. Woolworth Co. 
block, which occupies the entire junc- 
tion of Pleasant and Main Streets. 

Manager Daniel Lylas’ philosophy of 
selling has blended well with the quality 
and price of his product, together with 
the store’s exceptional location and at- 
tractiveness, to make business good 
from the start. 

It is exclusively a women’s shoe store, 
with a large \ariety of models within 
the three-dollar bracket. Expert fitting 
has been one of the establishment’s big 
assets. 

“My very best medium of advertis- 
ing,” Manager Lylas said, “consists of 
the women to whom I sell. I use some 
newspaper advertising and I run radio 
plugs from the local station. Both are 
helpful, without a doubt, but I can 
find no better plan than to ‘let the 
women advertise.’ I think, in fact, I 
know, from my experience here, that 
one satisfied woman customer will send 
me at least 15 prospects. This average 
has worked so well that I can pretty 
well base my expectations upon it. 

“The ‘satisfied customer’ theory, of 
course, holds true for all ages. During 
the recent graduation exercises at La- 
conia High School we got our share of 
the first group of customers. These 
girls were pleased with our shoes and 
told others. As a result we did a con- 
siderable business with the graduates 
who wanted suitable sandals and the 
right footwear for the commencement 
festivities.” 





